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Rough Proofs 


If Phil Wrigley and his friends 
are ever hard pressed for a synonym 
for chewing-gum, they might take 
the descriptive from Senator Cope- 
land’s new bill—‘“nonnutritious mas- 
ticatory substances.” Only Dr. John- 
son could have improved on that 
one, 

, 


An association of hairdressers has 
come out boldly with the suggestion 
that children under ten not use cos- 
metics. The beauty culturists are 
determined to protect the simplicity 
and ingenuousness of youth—for a 
little while, anyhow. 


7, FY 


An instructor in advertising at 
Tulane University has been made 
manager of the New Orleans Better 
Business Bureau. Isn’t it a bit dan- 
gerous to bring theory and practice 
into such violent contact? 


7 TF 


Chicago will entertain the conven- 
tion of the Advertising Federation 
of America next June. The meeting 
ought to start the old town on its 
second century of progress. 


7" Vv 


Admiral Sims says magazines don’t 
discuss life-saving facilities aboard 
ship because it might hurt their 
cruise advertising. Why, Admiral, 
what an old cynic you are. 


, F F 


Arnold Gingrich, Esquire editor, 
has written a novel which purports 
to give the low-down on Grand 
Rapids. In the furniture center do 
you get the low-down behind the 
dresser or under the bed? 


. 3? 


Having sold the tourist trade so 
successfully through advertising all 
these years, Southern California is 
thinking of saving its money. But 
haven’t the Californios heard of a 
seven-letter word beginning with F? 


, 


“16 Times Greater Chance for a 
Perfect Iron Shot!” golfers are 
promised in the advertising of the 
new Hagen clubs. The William Jen- 
nings Bryan ratio still isn’t generous 
enough for Mr. J. Average Golfer. 


. FF 


Farm papers’ lineage for 1934 was 
up 40 per cent. Looks as if farm re- 
lief got as far as the publishers, any- 
way. 

? FF F 


Standard Statistics says that ciga- 
rette sales vary with the effective- 
ness of advertising appeals. That’s 
just what George Washington Hill 
and other salesmen for Lady Nicotine 
have been suspecting for some time 
now. 

- +e 


Laymen’s testimonials for foods and 
other health products will be banned 
if the American Medical Association 
has its way. Too bad the doctors 
can’t protect their business with an 
NRA code. 

vvy 


Makers of cold remedies who are 
advertising vigorously while the icy 
gales are blowing admit modestly 
that it’s an ill wind that blows 
nobody good. 

vvy 


{ The first advertising agent in 
Great Britain started business in 
1876, says the London Times. The 
damned Yankees were ahead of the 
British there, too. 

Copy Cus. 


SEMINOLE GIVES 
8,000 PRIZES IN 
$97,000 CONTEST 


Advertised Merchandise to 
Reward)\Writers 


New York, Jan. 24.—What is prob- 
ably the largest prize contest ever 
staged will be announced early in 
February by the Seminole Paper 
Company in a sales drive on toilet 
tissue. 

The first copy will appear as a four- 
color page in The American Weekly, 
which is the backbone of the cam- 
paign, Feb. 3. This page will be 
followed by one in black and white 
on Feb. 17 and another in color on 
March 3. There will be tie-up adver- 
tising in the Saturday Evening Post. 

In markets not intensively covered 
by this advertising, newspaper and 
radio advertising will be given fhe 
contest locally. 

From the standpoint of the retail 
value of the prizes, the Seminole 
toilet tissue campaign is thought to 
be one of the largest ever offered. 
The total value is about $57,000. The 
Camel Cellophane wrapper contest 
several years ago is believed to be 
the next largest, with aggregate 
prizes of $50,000. 

Again, from the standpoint of 
number of prizes, the Seminole con- 
test is thought to be establishing a 
record. A total of 7,930 merchandise 
prizes are listed. This includes both 
prizes to the trade and those to-the 
public. For every prize won by a 
consumer, an identical one will be 
given to the dealer who sold the con- 
sumer the tissue featured in the 
campaign. 


Grocers to Help 


The special feature of the event 
is that it develops a cooperative 
spirit on the part of the housewife 
and the neighborhood grocer. The 
company calls this “the easiest-to- 
win contest ever held” . . easy 
because the grocer or druggist is 
ready to aid in giving the solution. 

A picture shows the average 
woman at the counter about to pur- 
chase toilet paper. The salesman is 
saying something to her, but the 
balloon contains only a large ques- 
tion mark. Within 50 words, written 
on the back of a Seminole Bathroom 
tissue wrapper, the customer is 
asked to reveal what she thinks the 
grocer is saying about the product. 

Cues on what to write may be ob- 
tained when Seminole tissue is pur- 
chased. In addition, several clues 
are given in the advertising: “‘cotton- 
soft, snow-white, super - absorbent, 
fully sterilized, completely wrapped, 
1000 sheets (350 to 500 more sheets 
than ordinary rolls).” 

Judges are Katherine Fisher, Good 
Housekeeping Institute; Christine 
Frederick, The American Weekly; 
and Lloyd D. Herrold, professor of 
advertising, Northwestern University. 

The first grand prizes, including 
one to consumer and one to dealer, 
are model 527 T Hupmobile six-pas- 
senger sedans. The next two grand 
prizes are the less expensive Model 
521 J sedans. The third to the 15th 
grand prizes are 26 still less expensive 
model 518 DHupmobiles. In discuss- 
ing these prizes, the advertiser sug- 
gests going to a Hupmobile dealer for 
a “stiff demonstration,” which, it is 

(Cntinued on Page 28, Col. 4) 


ENTERS NEW MARKET 


then on 


PHILLIPS 
Lives. SOUPS 


Introductory copy in the Phillips’ 
assault on the New York market 
with a five-cent soup. 


J-CENT SOUPS 
IN ONSLAUGHT 
ON MANHATTAN 


New York, Jan. 24.—The battle of 
the soups, which has been gaining 
intensity week by week throughout 
the country, hit a new high point in 
metropolitan New York this week 
with the entry into the conflict of a 
new five-cent product backed by in- 
tensive advertising. 

The invader is the Phillips Pack- 
ing Company of Cambridge, Md., and 
it is introducing an extensive line of 
“Southern” soups and canned vege- 
tables to the New York market, 
where it has hitherto not penetrated, 
in an effort to garner a fair share of 
the 120,000,000-can annual local soup 
market. The company, which is more 
than 30 years old, has built an ex- 
tensive following in the South and in 

(Continued on Page 28, Col. 1) 


Westinghouse Drive 
On Refrigerators to 
Feature Streamlining 


Cleveland, O., Jan. 24.—‘“All Eyes 
on Westinghouse,” will be the slogan 
for the most spectacular refrigerator 
advertising campaign in that com- 
pany’s history. An early attack with 
a vastly increased circulation cover- 
age, using full color, is planned. First 
copy will appear simultaneously with 
the initial public showing and an- 
nouncement of the new 1935 models 
on Feb. 26. 

Three startling features of the new 
model to be spotlighted will be the 
streamlining itself, designed to meet 
the approval of a “streamline age”; 
a new revolving shelf which in- 
creases the entire accessible storage 
space; and a new “Eject-o-Cube” tray 
which proffers ice cubes at the touch 
of a lever. In addition there are the 
triple-storage compartment, dial tem- 
perature selector, button-touch door 
latch, oversize fast-freezing froster, 
extra ice capacity and handy tray 
on door. 

Eight national magazines. will 
carry the Westinghouse story into 
more than 13,000,000 homes. The 
list consists of the American Maga- 
zine, Better Homes and Gardens, 
Collier’s, Good Housekeeping, Ladies’ 
Home Journal, McCall’s, Saturday 
Evening Post, and Woman’s Home 
Companion. Double-page advertise- 
ments will appear in Collier’s and 
the Saturday Evening Post, with 
single-page copy in the others. It is 
estimated that approximately half of 
the country’s families have the 
money and desire to buy electric 
refrigeration. Westinghouse adver- 
tising is expected to reach three out 
of four homes of this type during 
1935. First magazine copy will ap- 
pear in the Saturday Evening Post 
of Feh. 26. 


Many Dealer Helps 


In addition, nine business papers 
will be used, including Building Mod- 
ernization, Electric Dealer, Electrical 
Merchandising, Electrical South, 
Electric Refrigeration News, Home 
Ware, House Furnishings Review, 
National Real Estate Journal and 
Retailing. 

A smashing campaign will also be 


Last Minute News Flashes 


Two New Sunday Newspaper Groups Formed 
New York, Jan. 25.—Following formation of Sunday Magazines, Inc., 
to syndicate the magazine section of the New York Sunday Mirror, the 
First 3 Markets Group has been formed to offer joint facilities of the 
New York Sunday News, Chicago Sunday Tribune, and Philadelphia Sun- 
day Inquirer. Group rates for monotone and color gravure in these papers 


have been announced. 


A. J. Kobler has resigned as publisher of the New York Mirror to head 


Sunday Magazines, Inc. 


The magazine, which will appear Feb. 24, will 


not be distributed with any Hearst newspaper. 


Colgate Radio Show to Be Named by Audience 


New York, Jan. 25.——The radio audience will christen the new 
show to be presented Jan. 28 and succeeding Mondays, supplanting the 
Colgate House Party. Substantial prizes will be awarded to those whose 
suggestions are adopted. Benton & Bowles handle the account. 


Voluntary Food Chain Starts Magazine 


Chicago, Jan. 25.—Independent Grocers’ Alliance of America, big vol- 
untary grocery chain, has launched the “Independent Grocergram” as a 
monthly magazine reaching its thousands of members. The paper, to 
carry advertising, replaces the newspaper of the same name published 


| for eight years. 


conducted through newspapers. In 
addition to cooperative advertising, 
Sunday magazine sections in more 
than 25 metropolitan areas. will 
blanket the country with four full- 
color Westinghouse pages. 

Twenty-four sheet posters designed 
by leading artists and carrying dealer 
imprints in letters a foot high, will 
be provided in all sections. : 

Sound movie trailers will also be’ 
provided for local theaters giving a 
fast one-minute demonstration in 
color. More than 5,000 local motion 
picture theaters are available for the 
showing of these films throughout 
the United States. Color films are 
still unusual enough to be a popular 
feature. 

Complete material for presenta- 
tion, in handy form, will be offered 
for local radio station advertising. 
A book of radio shorts will be sup- 
plied to all Westinghouse retailers 
on request. 

Other dealer helps will include a 
special window display for announc- 
ing the new 1935 line. This special 
trim will be lithographed in brilliant 
colors and will enable dealers every- 
where to tie in with the national 
campaign. Other displays will be 
furnished for periodical and seasonal 
use. Artificial food, colorful cards 
and signs will be provided for in- 
terior store displays. 


Crews Tell Story 


A wide and striking array of elec. 
tric, neon and non-illuminated signs 
are available for store identification. 

Demonstration equipment, includ- 
ing cutaway cabinets, cutaway sec- 
tions of cabinets, cutaway frosters, 
full descriptive catalog, cutaway 
units, dramatic demonstration kit 
and complete salesman’s home dem- 
onstration kit, are to be furnished, 
as well as reminder novelty pieces. 

Westinghouse selling literature 
wil embrace illustrated catalogs, 
folders, envelope enclosures and 
other forms. Complete seasonal cam- 
paign plans will be offered to dealers 
including all necessary printed mat- 
ter, displays and instructions for 
spring, summer, fall and Christmas 
selling. 

Other aids consist of books on the 
hiring, training and equipping of the 
retail sales force, the Westinghouse 
house organ, “Cold Selling,” and 
varied supplies. 

Four crews of four men each from 
headquarters at Mansfield have al- 
ready taken to the road and will 
dramatize the story of the Westing- 
house sales and advertising cam- 
paign for 1935 at dealer meetings in 
70 principal cities. 

The new Westinghouse movie, 
“All Eyes on Westinghouse,” made in 
New York by a former Hollywood 
director, is a feature at the meetings. 
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January 26, 1935 


In addition, two or three short stage 
skits are given by the trained crew. 
Complete stage and sound equipment 
is carried by each of the crews. 

In addition to the regular refriger- 
ator campaign, drives will be con- 
ducted on Westinghouse commer- 
cial refrigeration and Westinghouse 
streamline water coolers. Hoard’s 
Dairyman, Time, The Progressive 
Grocer and American Restaurant will 
carry Westinghouse commercial ad- 
vertising while Time will also be 
used to push the water cooler busi- 
ness. Dealer helps in both fields will 
be provided. The agency is Fuller & 
Smith & Ross. 


Welch Succeeds Browne 


John B. Browne has resigned as 
chairman of the advertising com- 
mittee of the All-Year Club of South- 
ern California, due to increased 
pressure of his duties as business 
promotion manager of the Ambassa- 
dor Hotel, Los Angeles. Ross Welch, 
advertising manager, J. W. Robinson 
Company, has been named to suc- 
ceed him. 


To Attend Ball 


Presented annually by the Scarab 
club, organization of Detroit artists, 
the Scarab Ball will be held Feb. 8 
at the Graystone Ballroom in that 
city. Commercial artists and adver- 
tising men will attend. 


KHJ Makes Drama of 
San Quentin Break 


Within one hour and 20 minutes 
after the escaping convicts had been 
forced to surrender, a complete 
dramatization of the San Quentin 
prison break was broadcast Jan. 19 
by KHJ, Los Angeles station of the 
Don Lee Broadcasting System, over 
that network. 

Continuity writers and character 
actors were gathered together, sound 
effects planned, news and _ direct 
source contacts established. A mu- 
sical score was created, and the 
whole story was built as fast as it 
happened. After a hurried rehearsal, 
the play went on the air. Four hours 
after the first broadcast, the program 
was heard over a coast-to-coast CBS 
network. 


Dutton to Daugherty 


A. I. Dutton, at one time advertis- 
ing manager of the Willys-Overland 
Company, and for five years copy 
chief for the John Ring, Jr., Adver- 
tising Company, St. Louis, has been 
appointed copy chief of Jimm 
Daugherty, Inc., St. Louis, successor 
to the Ring agency. 


Bank Selects Liggett 


The Butler County National Bank 
& Trust Company, Butler, Pa., has 
appointed Carl Liggett, Inc., Cleve- 
land agency, to handle its advertis- 
ing. 


New Southwestern 
Rate Card Issued 


The Southwestern Broadcasting 
System, operating in Texas, Louisi- 
ana, Oklahoma and Arkansas, has 
issued a new rate card, quoting $1,734 
as the hourly charge. The system 
now includes 13 stations. 

Two spot announcement contracts 
just signed by SBS are said to ex- 
ceed previous spot contract totals in 
that section of the country. The 
McJunkin Advertising Company, Chi- 
cago, has placed an $18,000 contract 
on behalf of Curtiss candies, and the 
Pitluk Advertising Company, San 
Antonio, Tex., has placed a contract 
amounting to $13,800 for advertising 
of Pearl beer. Both contracts start 
immediately on SBS and use up to 
30 spot announcements weekly. 


Cosmetics to Griffin 


Bonne Bell, Inc., Cleveland and 
New York, offering a line of cos- 
metics merchandised through beauty 
shops, has awarded its advertising ac- 
count to Griffin Advertising, Inc., 
Cleveland. Promotion plans are not 
yet complete. 


Honor Lee Augustine 


Lee Augustine, advertising man of 
Cincinnati, O., was presented with 
the 1935 distinguished service award 
of the Cincinnati Junior Chamber of 
Commerce at a public dinner Jan. 
22, for his civic work. 


“Atlantic Monthly 


MOST QUOTED PERIODICAL IN AMERICA 


as 
—a 


graph for The Buchen Company, 


FAMILY APPEAL USED 


FOR INSURANCE 


—_— 


Unusual photograph used in current magazine advertising for North- 
western Mutual Life Insurance Company, Milwaukee, to dramatize 
the necessity for protection. Raphael G. Wolff, Inc., made the photo- 


Chicago, Northwestern's agency. 


ARENS IN PLEA 
FOR SCIENTIFIC 
COLOR PROGRAM 


Too Much Confusion on Color 
Work, He Says 


New York, Jan. 24.—“One thing 
that needs to be done at once in 
America is to form a color institute 
which will coordinate all these color 
problems and create a_ scientific 
color system which will embrace all 
extant color systems,” Egmont H. 
Arens, director of industrial styling 
of Calkins & Holden, Inc., declared 
in g talk, “The Color Racket,” given 
at a color conference luncheon of 
the National Alliance of Art and 
Industry here this week. 

“There is a great deal of confu- 
sion as regards color because the 
various angles of approach to the 
color problem have never been co- 
ordinated,” Mr. Arens said. “As a 
result, manufacturers, retailers, 
everyone connected with the busi- 
ness of applying color to consumer 
needs, including the color experts 
themselves, are all in disagreement, 
and are capitalizing on their dis- 
agreement to the extent that it has 
now become a major racket. 

“When you stop to think that 
American consumers are spending 
some $350,000 a minute the year 
round for products that, almost 
without exception, are colored, this 
looks like a rather expensive trib- 
ute for American industry to be 
paying. 

Too Many Approaches 


“The genuine confusion of the 
experts to whom industry turns in 
this crisis adds to the general chaos. 
Perhaps if we were to point out the 
reasons why experts disagree, we 
might find a basis upon which their 
findings could be coordinated, for 


the sake of the reputation of the 
experts themselves and business at 
large.” 

Mr. Arens proceeded by sketching 
the various approaches to the color 
problem. The physicist, regarding 
color as manifestations of energy, 
he pointed out, offers findings too 
technical for the practical business 
man and layman. Chemists look at 
the problem from the standpoint of 
producing pigments for paints and 
dyes, which, though scientific, is 
closer to the practices of business 
and commerce. 

The psychologist, Mr. Arens con- 
tinued, is concerned with the nerv- 
ous responses and fatigues, which 
probably are primary causes of the 
changes in fashion. The etymolo- 
gist’s approach has resulted in giv- 
ing some colors a thousand differ- 
ent names. The artist feels with 
high sensitivity the values of color, 
but is unable to find public under- 
standing for much of his expression 
of this feeling. The color harmon- 
ist is likely to forget, in his support 
of harmony and balance, the piquant 
use of dissonance and unbalance, 
which the musician relies upon. 

“No agency has been devised to 
coordinate the findings of the vari- 
ous points of view involved. Advo- 
cates of each of the enumerated 
approaches have set themselves up 
to be the exclusive authorities on 
color on a mutually antagonistic 
basis. Color, however, is such a 
complicated phenomenon that be- 
fore we can understand and use it 
effectively, we will somehow have 
to devise a broader system which 
will include all others, each of 
which has its own validity and need 
not be mutually antagonistic, if 
their limits are understood.” 


Charan Joine F. & S. & R. 


Charles A. Churan, formerly with 
Young & Rubicam, Inc., and more 
recently with Paris & Peart, has 
joined the New York copy staff of 
Fuller & Smith & Ross, Inc. 


Leaves “Chicagoan” 


Joseph McCuan has resigned from 
the advertising sales staff of The 
Chicagoan. 


Advertisers these days are Serious 


about Comics, especially 


Metropolita 


Baltimore Sun — Boston Globe — Buffale 
Times—Chicago Tribuae—Cleveland Plain 
Dealer—Detrowt News—New York News— 


Philadelphia I iwer—Pittsburgh Press— 
St. La Globe Democrat-—Was v Ster 


Weekly 


Circulation 
5,500,000 families 
16,500,000 readers 
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ADVERTISING AGE 


Mr C. L. Jordan, 
Vice-President ot 
N W Ayer &Son. 
says: 


‘Kellogg Com- 
pany gives tull 
credit for a large 
part of this rec- 
ord to newspa- 
per advertising. | 


“Analltime high 
was reached in 
sales.” 


“Employment 
largest in Com- 
pany s history.” 


“And in 1935. as 
in the years past. 
newspapers will 
continue to be 
the backbone of 
the Kellogg ad- 
vertising ettort.” 


“Are aiming for 
another all-time 
high in 1935." 


Kellogg Company Makes a 
New All-Time Sales Record 


PHILADELPHIA 
WASHINGTON SQUARE 


NEW YORK 


an N-“W-AYER & SON 
ey ee er 
232 SON CAE Soret HRADQUARTERS 
DETROIT 
PENOBSCOT BUILDING 
coun Gunes PHILADELPHIA 


MONTREAL 
SUN LIFE BUILDING 


BUENOS AIRES 
SAO PAULO 


January 2, 1935 


Mr. A. H. Marchant 
Advertising Director 
The Boston Post 
Boston, Mass. 


Dear Sir: 


Of all letters during the year - this one gives me the 
greatest pleasure. For I can say sincerely - "Thank you - you 
have helped make this another good year for the Kellogg Company!" 


An all-time high was reached in sales. Employment was 
the largest in the Company's history. Work was continuous - and 
purchases of materials from farmers and other manufecturers répre- 
sented the greatest volume the Company ever had. 


The Kellogg Company gives full credit for a large part 
of this record to newspaper advertising, and to the splendid co- 
operation of newspapers with their men out in the field. Your 
help in securing tie-in advertising - and in the many other ways 
you have worked with the Kellogg salesmen, is appreciated more 
than I can tell you. 


It has proved successful again - and in 1935, as in the 
years past - newspapers will continue to be the backbone of the 
Kellogg advertising effort. 


I do not need to ask your continued cooperation. It has 
been given so generously in the mst. We are aiming for another 
all-time high in 1935 - and you can help a lot in putting it over. 


Thank you - and may the old gent who has been hiding 
"Just around the corner" come out and walk right into your front, 


door this New Year. 
ble 


Vice-Pres} 


Compare this latest net paid 
circulation of The Boston Post=—> 
with the compulsory-combina- 
tion morning and evening papers 


Morning Globe 
Evening Globe 
Morning Herald 


343,793 


Evening Traveler 


The Boston Post congratulates the Kellogg Company and N. W Ayer & Son on 
this remarkable achievement, and takes pride in the tact that the Post carried more 
Kellogg product advertising last year than any other Boston newspaper. 


You can build YOUR best sales campaign for 1935 in New England through 
the advertising strength of The Boston Post——FIRST, as usual, in volume 
of FOOD ADVERTISING in Boston in 1934 with more than a million lines. 


131,093 
136,042 
119,647 
160,076 
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New Rate Card 
Is Announced 


For Columbia 


New York, Jan, 24.—Rate card No. 
19 of Columbia Broadcasting Sys- 
tem, effective Feb. 23, 1935, was re- 
leased this week by Hugh K. Boice, 
vice-president in charge of sales for 
the chain. The card, which includes 
Omaha and Lincoln in the coverage 
areas of the basic group, with KSO, 
Des Moines, joining the network in 
March, shows an increase of 3.1 per 
cent over the card it supercedes. 

Three innovations in CBS ,rate- 
making are presented in the card. 
The first sets up a weekly discount 
schedule based on the amount of 
time and the number of stations 
used each week; the second pro- 
vides an additional discount for 52 
weeks of consecutive broadcasting; 
and the third redistributes the rates 
among stations to bring the separate 
price of each into line with its rela- 
tive coverage as an individual unit 
of the Columbia network. 

The new card provides a rate of 
$6,850 an hour, $4,110 a half-hour, 
and $2,740 a quarter-hour for eve- 
ning time on the basic network of 
22 cities. A total of 97 stations in 


95 cities are available on the basic 


chain. 

“In recognition of the consistently 
larger day-time audience on Sunday 
afternoon, a two-thirds rate has been 
inaugurated from noon to 6 p. m. 
on that day,” Mr. Boice explained. 

“All advertisers with contracts at 
old rates on Feb. 23, 1935, will be 
protected at old rates until Feb. 23, 
1936, for periods under contract at 
the prior date on which broadcast- 
ing is continuous, provided we are 
| notified 60 days before the contract 
| expiration date. But any station 
| added to contracts written at old 
|rates will likewise be figured at old 
| rates.” 


“Popular Mechanics” Wins 
Suit Involving Name 


A decree enjoining Modern Me- 
chanix and Inventions from using 
the words “mechanies” or “mechanix,” 
in its title has been granted the 
Popular Mechanics Company of Chi- 
cago by the United States district 
court at Wilmington, Del. 

The decision of Judge John P. 
Nields also ordered the defendant 
publication to account to the plain- 
tiff for the profits resulting from use 
of the title. The operation of the 
entire decree has, however, been sus- 
pended to give Modern Mechaniz and 
Inventions an opportunity to appeal 
the case. 


and supplementary networks of the 


Tells Graham Paige 
Advertising Plans 


Eighty per cent of the 1935 adver- 
tising expenditures of Graham Paige 
Motors Corporation will go to more 
than 700 newspapers throughout the 
country, Edward R. Wade, vice- 
president of the United States Ad- 
vertising Corporation, Toledo, O. 
agency in charge, told 400 Graham 
dealers this week at a meeting in 
Detroit. 

Graham advertising this year will 
be greatly augmented, Mr. Wade de- 
clared. The campaign will include 
magazines, radio, and several thou- 
sand poster displays. 


Million for Pan-American 


A million dollar advertising cam- 
paign in Alabama, Mississippi, Louis- 
iana and Tennessee will be launched 
immediately by the Pan-American 
Petroleum Corporation, Kenneth 
Rotharmel, advertising manager, told 
a state-wide meeting of the corpo- 
ration’s sales organizations, agents 
and dealers last week-end in Birming- 
ham. Newspapers, outdoor advertis- 
ing, and other mediums will be used. 


Schedule Oxol Series 


J. L. Prescott Company, maker of 
Oxol, will sponsor a new program 
featuring Jack Fulton and his or- 
chestra, to be heard over the WABC- 
Columbia network on Mondays 
through Fridays from 10:30 to 10:45 
a. m., EST, starting Feb. 4. 


To a New High 


145,052 average net paid 
circulation for 1934 is high- 
est circulation ever attained 
by a daily newspaper in 
Indiana. 


_ 
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elling Power 


in a Great Market 


The Indianapolis News has sold itself to 


more people than have ever before read any 


daily newspaper published in Indiana. 


That’s why it so successfully sells the prod- 


ucts and services of its advertisers to its 


readers. 


he \ndianapotis News 


SELLS THE INDIANAPOLIS RADIUS 


New York: 


Dan A. Carroll, 110 E. 42nd St. 


Chicago: 


J. E. Lutz, 180 N. Michigan Ave. 


BIG DEPARTMENT 
STORE 10 HANDLE 
NASH, LAFAYETTE 


Chicago Loop Store Becomes 
Special Gar Agency 


Chicago, Jan. 24——-Announcement 
that the Boston Store, one of Chi- 
cago’s largest loop department 
stores, will become a special agency 
for the sale of Nash and LaFayette 
automobiles was made by Nash Mo- 
tor Company this week. The ap- 
pointment brings the metropolitan 
department store back into the au- 
tomobile merchandising field for the 
first time in more than 15 years, 
Nash asserts. 

The Boston Store is located on 

the famous State and Madison cor- 
ner here, reputed to be the world’s 
busiest intersection. It will operate 
its automobile agency under the Chi- 
cago Nash Sales Company, Nash and 
LaFayette distributor in Illinois and 
parts of adjoining states. 
The Boston Store will inaugurate 
its Nash-LaFayette sales agency at 
the time of the opening of the Chi- 
cago Automobile Show Saturday. 
The main display will consist of 
approximately twelve cars in a show- 
room that adjoins the store’s sport- 
ing goods and auto accessories de- 
partment. Additional cars will be 
shown in other departments where 
effective exhibitions will be made 
through tie-ups featuring Nash and 
LaFayette cars together with wo- 
men’s clothes, sporting goods and 
other merchandise. 


Reviews Old Practice 


The Boston Store sales room for 
Nash and LaFayette cars will be 
staffed by salesmen operating out of 
the Chicago Nash Sales Company. 
Special displays featuring the me- 
chanical innovations and improve- 
ments of the 1985 Nash and LaFay- 
ette cars will also be maintained 
in the store. During the week of 
the Chicago Automobile Show one 
of the Boston Store’s windows will 
contain a 1935 car. A motion pic- 
ture film of both Nash and LaFayette 
cars will be exhibited during open- 
ing week in a special talkie theater 
installed alongside the new show- 
room. On the ground floor of the 
store a moving mechanical exhibit 
and a cutaway chassis will be 
shown. 

The opening of the Nash-Lafay- 
ette sales agency in Chicago’s Bos- 
ton Store marks a return toward a 
type of automobile merchandising 
that was familiar to the large cities 
in the early days of the motor car. 
In the first decade of the: century 
many large department stores oper- 
ated as direct dealers for car build- 


ers, one of the largest stores to have 
handled automobiles during this pe- 
riod being John Wanamaker’s, in 
New York and Philadelphia. 

The Boston Store will aid in the 
promotion of the 1935 Nash and 
LaFayette cars by attaching posters 
to their trucks and delivery vans, 
and by placing Nash and LaFayette 
sales literature in all parcels 
wrapped in the store. 


Makes Changes in 
G-E Department 


(Picture on Page 31) 

Cleveland, O., Jan. 24—In addi- 
tion to the appointment of A. L. 
Scaife to the position of advertis- 
ing and sales promotion manager, 
succeeding Walter Daily, as an- 
nounced in the Jan. 19 issue of 
ADVERTISING AGE, numerous other 
changes in the executive personnel 
of General Electric’s specialty ap- 
pliance sales department have been 
made. 

A. M. Sweeney has been appointed 
chairman of the newly created works 
management committees, electric re- 
frigeration department, for both the 
Schenectady, N. Y., and Erie, Pa., 
plants of the company. He will con- 
tinue as department sales manager 
with headquarters at Nela Park, 
Cleveland. 

R. C. Cameron has been named 
assistant sales manager and will 
continue to have general charge of 
the department store division. A. 
O. Anderson has been appointed de- 
partment store specialist and will 
make his headquarters in New York. 

W. D. Galpin succeeds Mr. Scaife 
as retail division manager. His 
chief activity will be promotion of 
a balanced job of retail selling on 
the part of G-E distributors and 
dealers. 

W. E. Landmesser, who has been 
manager of G-E’s commercial division 
since 1928, has been named chair- 
man of the newly created works 
management committee, electric re- 
frigeration department, for the com- 
pany’s Fort Wayne, Ind., plant. He 
will continue to make his head- 
quarters in Cleveland. A new cam- 
paign division has been established 
with Jean DeJen as manager. M. 
D. Grow will continue to assist Mr. 
Scaife in preparing sales training 
services. 


Czufin to Detroit Agency 

Rudolf Czufin, formerly associated 
with New York agencies as art di- 
rector, has joined the creative staff 
of Brooke, Smith & French, Inc., De- 
troit advertising agency. Mr. Czufin 
originated the Texaco Scotties, which 


established the Texaco slogan, 
“Drain, Fill—Then Listen.” More 
recently he worked on the “Fire 


Chief” campaign. 


Promote Lippincott 
Richard H. Lippincott, assistant 
sales manager of Holeproof Hosiery 
Company, Milwaukee, for the past 
two years, has been appointed direc- 
tor of sales for the company. 


PHOTOPLAY 


HAS ALWAYS INTERESTED 
MORE “QUALITY” 
ADVERTISERS 
THAN ANY OTHER 
FILM BOOK 
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ADVERTISING AGE 


HEN THESES LADY OF OREGON 
—otherwise that staunch pioneer The 
Oregonian—recently stood the entire Pacific 
Northwest on its ear by going modern over 
night—modish new dress, new bob, pert little 
hat ‘n everything—she went the whole way. 
Out of the big family kitchen, where meals 
are dished up for her enormous family, came 
the old coal stove and in went a shining, 
enameled electric range, with automatic con- 
trols and all. 

Thus came about the%rp/Lapy's increased in- 
terest in cookery, household affairs and every- 
thing pertaining to the home and women’s 
own particular world. Despite the fact that 
her women’s pages were already the envy of 
every newspaper on the Pacific Coast, the ent 
Lapy immediately set about to enlarge and 
improve them. 

New and rejuvenated old features are spread 
out in a generous, sparkling array of stories, 
articles and pictures to delight the hearts of 
women of every age. News and articles on 
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food, cookery, recipes, fashions, child care, 
sewing, patterns, needle craft designs, beauty 
hints, society news and women’s club affairs, 
are presented in unending variety—all written 
by specialists — authoritative — informative — 

interesting. Recipes are tested in the 
LaDY’s own model kitchen —finest on the Coast. 
And, of course, the women’s pages are treated 
in the same new, modern manner as the rest of 
the paper, since the LADY acquired her 
youthful ideas. The new type dress—big, clear 
7% point instead of 634 point type— 


UU p shorter, snappier headlines—more 


lIOF OREGON’ 


j 
7 


WR 


pictures—banner headlines—carry out the ap- 
pearance and spirit of Youth which now com- 
pletely dominates the@e# Lavy of Oregon. 

Is it any wonder that the women iike her? 
Is it any wonder they call the Sep.apy their 
very own and cling to her as have their 
mothers, grandmothers and great grandmothers 
for all of these 84 years? Following the enlarge- 
ment and improvement of the women's pages, 
contacts with the home economics department 
have increased from an average of 15,000 a 
month to a rate of more than 25,000 a month. 

Observing advertisers have long profited 
from the Boe LADY's exceptional reader in- 
terest for women. Right now they are taking 
advantage of this new and increased reader 
interest resulting from the LADY'S swing 
to the modern, which has everyone talking— 
and reading. More than ever they are cashing 
in on their advertising. They are growing in- 
creased sales while the4@ apy of Oregon 
grows younger and younger. We suggest you 
make sure The Oregonian is on your media list. 


OREGONUAN - 


PORTLAND, 


OREGON 


National Representatives: VERREE & CONKLIN, INC., Stew York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, New York, Chicago, Detroit, Los Angeles 
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G-E Brings Out New 
Electric Range Line 


Made to sell at lower prices, a new 
line of electric ranges with new styl- 
ing is being introduced by the spe- 
cialty appliance sales department of 
the General Electric Company. 

The line includes eight models, 
ranging in price from $69.50 to $564. 
Three of the models are under $110. 
Six are table top models and two 
are of the high oven type. The de- 
partment’s 1934 range sales were 
brad and one-half times those of 


United Air Names Crary 


Harold Crary, director of public 
relations and traffic for United Air 
Lines, has been elected vice-president 
of the company, in charge of traffic 
and advertising. 


KELVINATOR WILL 
REPEAT “4 IN 1” 
THEME IN DRIVE 


Detroit, Mich., Jan. 24.—With a 
continuation of its “20th anniver- 
sary” styling and the “four refrig- 
erators in one” theme which helped 
Kelvinator Corporation set an all- 
time sales record in 1934, the com- 
pany early in February will release 
a widespread campaign to _ intro- 
duce its 1935 line of Kelvinator do- 


mestic refrigerators to consumers 
and the trade. 

The new line will be characterized 
by refinement, rather than radical 
change, the company states. The 
chief new attractions are found in 
the addition of interior features, and 
in the incorporation in the smaller 
models of conveniences heretofore 
reserved for higher priced merchan- 
dise. 

In addition to magazines, news- 
papers and trade publications, the 
company has scheduled an enlarged 
outdoor campaign to be conducted 
on a cooperative basis with dis- 
tributors and dealers. 

The four types of posters avail- 
able will be similar in layout and 
will be characterized by simplicity 
in design and striking color treat- 


ment. Use of color will be concen- 
trated in the refrigerators’ contents. 
The refrigerators will be displayed 
on a solid black background broken 
only by the name “Kelvinator” and 
a circle enclosing the words, “19 
models.” A panel, separated from 
the remainder of the board by a red 
line, will carry the dealer’s name. 

Concentration of color on the re- 
frigerators and the predominant 
figures in the copy illustration will 
be carried out also in the magazines 
to be employed. According to 
Brooke, Smith & French, Inc., agency 
in charge, this technique will serve 
to tie the campaign together. 

In carrying out the “four refrig- 
erators in one’ theme, the same 
“four refrigerators” used in 1934 
will be advertised again. These are 


CHESTERFIELDS ARE MADE FROM FINE 
TOBACCOS, RIPENED IN GREAT KENTUCKY 


- - much of the fine tobacco in Chesterfields, 
which satisfies a nation’s good taste, is aged 
to mellow ripeness in the great warehouses in 
Kentucky. When lighting your Chesterfield, 
remember that those satisfying puffs of 
fragrant leaf bring a part of your investment 
in cigarette enjoyment to Louisville and Ken- 
tucky to be paid to salary and wage earners, 
who re-circulate it as consistent buyers of 
nationally advertised merchandise. Since the 
tobacco industry knows no seasons, and 
flourishes through periods of prosperity or 
depression, so go Kentucky and Louisville. 
And your advertising dollars will produce 
satisfactory volume sales in a market which is 
continuously responsive because of its ever- 
moving payroll dollars. Your advertising dol- 
lars can sell this splendid market more easily. 
Contentrate your appropriation where it pro- 
portionately produces greater profits. Two 


newspapers dominate this market. 


®when morning dawns upon the Bluegrass, 
The COURIER-JOURNAL is favorite at the 


breakfast tables. 


®and the evening TIMES completes the cov- 


erage at sundown. 


Represented Nationally By the Branham Company 


THE COURIER-JOURNAL & THE LOUISVILLE TIMES 


give you coverage without competition from dawn to dusk. 


-LIGGETT & MYERS 
TOBACCO COMPANY 


payrolls help to maintain 
a prosperity in 


KENTUCKY 


the frost chest with the below freez- 
ing temperature, the food compart- 
ment for safe food preservation, the 
Iso-thermic tube tray for record fast 
freezing, and ice cube trays for 
quantity fast freezing. 

No other term, the company finds, 
has been more expressive of the 
capacity of a refrigerator to meet 
each one of a number of individual 
and separate refrigeration needs re- 
quiring different temperatures, and 
at the same time have the power to 
arrest attention when used in ad- 
vertising copy, than the “four re- 
frigerators in one” term. 

The “four refrigerators” are in- 
terpreted on the black background 
in a typical magazine illustration 
scheduled to appear in the March 
issue of Good Housekeeping. Pre- 
dominant, and in colors, are the fig- 
ures of a man and woman inspecting 
a new model of the Kelvinator. In 
miniature, the same two figures are 
illustrated in black and white on the 
four features. 

Under the caption, “When You 
Said, ‘I Have Four Refrigerators,’ I 
Thought You Were Joking,” the 
copy reads in part: “She wasn’t jok- 
ing—no, sir! She does have four 
refrigerators. A Kelvinator, which 
is really four refrigerators in one. 
And you need four if you are to get 
ali the advantages, conveniences and 
economies electric refrigeration of- 
fers.” 

The campaign will be carried into 
the home through The American 
Weekly, Collier’s, Good Housekeep- 
ing, Liberty, McCall's, and Saturday 
Evening Post. The company’s mes- 
sage will be brought to the electrical 
refrigeration trade through Elec- 
trical Merchandising, Electric Re- 
frigeration News, and Home Ware. 


Offer Deferred Payment 


Advertising will continue to offer 
customers the option of purchasing 
on the Refrigeration Discount Com- 
pany’s convenient ReDisCo monthly 
budget plan. They will be urged to 
consult the classified section of 
their telephone directories for the 
name of the nearest Kelvinator 
dealer. 

Meetings for the instruction of 
wholesale salesmen are now being 
held at key points throughout the 
country. These will continue until 
late this month and will be followed 
immediately by dealer gatherings in 
preparation for the drive. 


Joins McGraw-Hill 


H. E. Austin has resigned from the 
advertising department of The Ro- 
tarian, to join the Chicago office of 
the McGraw-Hill Publishing Company 
as advertising representative of En- 
gineering & Mining Journal and Coal 
Age, effective Jan. 28. Before joining 
the staff of The Rotarian a year and 
a half ago, he was associated with 
the Cleveland office of McGraw-Hill 
for six years. 


Magazine Is Improved 


The February issue of National 
Parent-Teacher Magazine, New York, 
introduces several of a number of 
improvements being made by the 
present publishers. Color has been 
added to the cover, and paper, print- 
ing and engraving have been im- 
proved. 


A 49th STATE 


Last year the 575,000 men 
readers of National Sportsman 
and Hunting & Fishing Maga- 
zines spent more money than 
all the inhabitants in the State 


of Rhode Island. They will 
do even better in 1935, 


You can reach these active 
buyers for only %1,620 a page 


—less than 3/10 of a cent per 
render! 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


108 Mass. Ave. Boston, Mass. 
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THOUGHT TO ED” , 


Of minor importance among American 
poets was Will Carleton. Few anthol- 
ogies contain his verse...few lists of 
authors enroll his name. 

Yet this plain man from Michigan 
wrote a simple poem called “Over the 
Hill to the Poorhouse” that quite be- 
lievably has inspired more people to 
start savings accounts than the sum total 
of all admonitory precepts and bank ad- 
vertisements combined. 

The picture created in the minds of 
everyone who has read or heard this 
great fiction in verse is very probably the 
subconscious background of all current 
discussions for Old Age Insurance. 

For this poem is almost the perfect 
example of fear copy. It is fiction which 
plays on fundamental emotions with the 
power of a tempest. It inevitably carries 
the reader into an acute consideration 
of his own lot...to an adequate plan 
for his future. 

In today’s writings the patterns of the 
past recur and recur. The essential situ- 


Copyright, International Magazine Co., 1935 


ations are not new...the basic emotions 
are the same. 

And though stories and tales by the 
thousands pour from the world’s print- 
ing presses, only a handful, through the 
artistry and skill of their authors, are so 
evidently true in their influence that they 
will live and be known as Literature... 
which is simply tomorrow’s name for 
Today’s Great Fiction. 

A few months ago Cosmopolitan 
published a story by Louis Bromfield 
called “Aunt Flora”. Edward J. O’Brien, 


“THE MOST INFLUENTIAL 
BOOKS, AND THE TRUEST 
IN THEIR INFLUENCE, ARE 
WORKS OF FICTION”, SAID 
ROBERT LOUIS STEVENSON. 
“THEY RE-ARRANGE, THEY 
REPEAT, THEY CLARIFY THE 


LESSONS OF LIFE” 


Q 


From an etching by Paul Blanc, originally published in The Connoisseur 


internationally recognized critical author- 
ity, gave it a 2-star ranking in his “Best 
Short Stories of 1934”. In emotional 
power it parallels Will Carleton’s poem. 


Projected against its potent setting, 


the advertising of annuities, savings 
plans, homes, building materials, furni- 
ture, clothing and all other protective 
services and shelter goods could not fail 
to succeed. 

James Russell Lowell said “Sentiment 
is intellectualized emotion.” And Fiction 
is emotion’s guide and mentor. 

The most stimulating background 
for Effective Advertising is Great Fiction. 
Since Cosmopolitan, by critical appraisal, 
publishes more Great Fiction per issue 
than any other magazine, it must pro- 
vide a higher sales potential. 

The advertisers and agents who make 
the greatest use of emotional power are 
logically and naturally the largest users 
of Cosmopolitan space...are materially 
responsible for its unique two year record 
of lineage and revenue gains. 


COSMOPOLITAN 
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U.S. 10 STUDY 
FARM MARKETING 


Washington, D. C., Jan. 24—A 
new program of research on the 
fundamental problems of marketing 
agricultural products, of interest to 
distributors and consumers as well 
as to farmers, has been organized 
in the Bureau of Agricultural Eco- 
nomics, according to Nils A. Olson, 
chief. The new division will be 
headed by Dr. Frederick V. Waugh, 
formerly of the New England Re- 
search Council. 

According to Dr. Olson, “consumer 
aspects in marketing as well as con- 
sumers’ interest in prices, will play 
an important part in the bureau’s 
new research program. Studies will 
be made to disclose variations in 
consumption of agricultural prod- 
ucts, the reason for these variations, 
and ways to expand consumption of 
farm products by such means as 
improved distribution, better pack- 
aging and the use of consumer 
grades, 

“Several of the recovery meas- 
ures, including the Agricultural Ad- 
justment Act and the National Re- 
covery Act, have produced impor- 


tani changes in marketing methods 
and practices,” he said. “These 
changes have had a decided influ- 
ence on methods and costs of proc- 
essing, transportation and market- 
ing farm products. 

“Farmers and consumers are vi- 
tally interested in these develop- 
ments. If recovery is to be complete 
and last,” he declared, “these and 
other measures must be used to 
bring about better service to the 
consumer, to reduce waste and pro- 
mote efficiency in the marketing 
process, to accomplish better dis- 
tribution and greater consumption, 
as well as to raise the income of the 
grower. 

“Marketing agreements, codes, li- 
censes and other provisions of the 
recovery legislation,” he said, “can 
be used for these purposes, but a 
broad research program is needed 
to lay the basis for policies which 
will promote the best interest of 
farmers and which will not be a 
burden to the consuming public.” 


KHJ Names Phillips 


Bert Phillips has been appointed 
sales manager of KHJ, Los Angeles 
station of the Don Lee Broadcasting 
System. He succeeds Arthur J. 
Kemp, resigned. Don Bernard has 
resigned as program director. Pro- 
gram matters are being handled by 


Scott Perkins, production manager. 


McClelland Elected 


by Allied Newspapers 


J. M. McClelland, publisher of the 
Longview, Wash., Daily News, has 
been elected president of the Allied 
Daily Newspapers of Washington. 
Other officers elected are: vice-presi- 
dent, Frank Mitchell, business man- 
ager, Walla Walla Bulletin; secre- 
tary-treasurer, R. M. Anderson, ad- 
vertising manager, Longview Daily 
News. The executive committee in- 
cludes H. J. Campbell, Vancouver, 
B. C., Columbian; Fred Chitty, Olym- 
pia, Wash., Olympian, and Ted 
Robertson, Yakima, Wash., Herald- 
Republic. 

A measure being introduced before 
the state legislature which would 
place the state in the gasoline busi- 
ness is among measures receiving 
attention from the organization’s 
legislative committee, consisting of 
Mr. Chitty, Werner Ruup, Aberdeen 
World, and Herbert M. Peet, Everett 
News. 


Campbell-Ewald Expands 


A branch office of Campbell-Ewald 
Company, Detroit advertising agency, 
is being established immediately in 
Washington, D. C. The office will 
be located in the Transportation 
Bldg. George M. Cook, former Chi- 
cago and Washington newspaperman, 
will be in charge temporarily. Later 
Robert C. Diserens, vice-president of 
the company, will move with a staff 
from Detroit and assume charge of 
the new office. 


GRIT Adds New Building 
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Home Office of GRIT in Williamsport, Pa. 


New $300,000 Mechanical Addition on Extreme Right Contains the New HOE SUPER PRODUCTION 
DOUBLE SEXTUPLE PRESS. This Press Will Deliver 72,000 Complete Copies of GRIT Per Hour 


The Reasons: 


Average Weekly Circulation Increased 16 Per Cent 
General Publicity Advertising Increased 39 Per Cent 


During the Year 1934 


NET PAID 


AVERAGE WEEKLY CIRCULATION ) 
DURING THE YEAR 1934: 


483,024 


94% Single Copy Sales at 5c 
6% Paid in Advance Subs. at $2 


100% CLEAN CIRCULATION 


Print Order for the January, 1935, Issues Over 539,000 Copies Each Week 


Oldest National Publication in the Small Town Field, 
Now Reaching Over 16,000 Small Towns Weekly 


GRIT PUBLISHING COMPANY, WILLIAMSPORT, PA. 


Eastern Representatives 


Guy S. Osborn, Scolaro & Meeker, Inc. 


New York 


Western Representatives 
The John Budd Company 
Chicago - St. Louis 


SAYS RAILROADS 
MUST LEARN HOW 
TO MERCHANDISE 


Travelers Demand Service, 
Eastman Points Out 


Washington, D. C., Jan. 24.—Be- 
fore the railroads can expect to re- 
capture lost passenger patronage, 
they must adopt modern and ag- 
gressive methods of merchandising. 

This was the challenge delivered 
to the railroads this week by Joseph 
B. Eastman, federal coordinator of 
transportation, who made public a 
report which he received from J. R. 
Turney, head of the transportation 
section of his office. The report 
urged lower fares and more com- 
forts. 

What the traveler demands from 
the railroads is “safe, clean, com- 
fortable, complete, convenient, 
speedy, and hospitable carriage,” 
the Turney report found. 

Then too, rail travel must be made 
alluring “by eliminating intricate 
routines and tariffs, indifferent and 
discourteous treatment, hawking and 
panhandling, discontinuous journeys, 
noisy, unattractive, poorly arranged, 
and uncomfortable depots, infre- 
quent schedules, inept equipment, 
and exorbitant prices.” 

No good merchandiser would over- 
look the chance for more business 
from special discounts, it is indi- 
cated. The report urges establish- 
ment of “quantity discounts from the 
standard charges for families, par- 
ties, traveling salesmen, lodges, 
schools, and similar groups.” 

The report also recommends that 
the railroads set up “fast local serv- 
ice, coordinated by contract joint 
rates, or arrangements with high- 
way carriers at one and one-half 
cent basic fare’ per mile, and estab- 
lish “for the thrifty distance trav- 
eler, frequent, speedy, intercarrier 
limited service at a two-cent basic 
fare.” 

For those who desire modern con- 
veniences at a moderate cost, the 
railroads should establish a high 
speed intercarrier reserved service 
at a three-cent basic fare including 
berth, it is asserted. 


Asks Passengers’ Reactions 


The luxury traveler should be pro- 
vided with a limited amount of 
high-speed de luxe service at a five- 
cent basic fare, to include room and 
all incidentals, the report declares. 


For special excursions, a rate of 
one-half cent per mile should be 
charged. Other changes suggested 
are unification of stations and ter- 
minals and the reduction of ter- 
minal switching. 

In order to make a special appeal 
to prospective travelers, the rail- 
roads should establish, it is asserted, 
“highway transportation for rail 
local and limited services and air- 
way transportation for rail de luxe 
service wherever travel volume is 
insufficient to warrant the larger 
rail vehicles.” 

The merchandising suggestions 
contained in the report were based 
upon a study of 1933 traffic, fares, 
services and operations of the main 
rail, highway and air passenger Car- 
riers. The traveler, too, was inter- 
viewed. Twenty-six thousand re- 
plies were received in answer to a 
passenger ballot. 

In 1933, passenger service on the 
whole was unprofitable, the survey 
found. The railways spent $700,- 
000,000 for service, but received 
back only $500,000,000 in revenue. 
Buses reported earning a _ slight 
margin above cost, but the return 
on investment was insufficient. Air 
lines, the survey showed, broke even. 

Of the $200,000,000 loss by the 
railroads, $90,000,000 was appor- 
tioned to services for all classes of 
passengers, and $33,000,000 to din- 
ing-car services. 


Four A’s Release 
New Market Survey 


Section D, the final section of Mar- 
ket and Newspaper Statistics, Vol- 
ume III, has been released by the 
American Association of Advertising 
Agencies. It deals with 14 cities in 
the United States over 100,000 popu- 
lation for which A. B. C. audit re- 
ports were issued for periods ended 
June 30, 1934. 

It is similar in form to sections A 
and B, issued last July, and Section 
C issued in November, which covered 
respectively the 27 cities having 
audits to Sept. 30, 1933, the 22 cities 
having audits to Dec. 31, 1933, and 
the 46 cities having audits to March 
31, 1934. 

Cities included in Section D are: 
Freeport-Lynbrook, N. Y., Gary, Ind., 
Hartford, Conn., Long Beach, Cal., 
Lowell, Mass., Lynn, Mass., New 
Haven, Conn., Staten Island (part of 
New York City); Paterson, N. J., 
Salt Lake City, Utah; San Antonio, 
Tex., Scranton, Pa., South Bend, Ind., 
and Utica, N. Y. 

Copies of each section are avail- 
able to other than Four A’s members 
at $2.50 each, for Sestions A and B; 
$5.00, Section C; and $2, Section D. 


Bonning to Potter 


John C. Bonning, formerly vice- 
president of Landsheft and Bonning, 
Inc., Buffalo, N. Y., advertising 
agency, has been appointed merchan- 
dising director of the Potter Re- 
frigerator Corporation, Buffalo. 


N IMPOSING GROUP 


of successful advertising 


executives find this a lucky number. It enables 
you to use a service consisting of ad-setting, engraving, 
printing and creative ability — all under one roof.... 
Specially trained men are always on their toes to serve 
you so well that you will come back again. We can 
lighten your burdens — and at the same time produce 
better and more profitable printing for you—at a saving 
of time, trouble and money. . . . Phone Wabash 7820. 


FAITHORN 


CORPORATION 


AD-SETTING » ENGRAVING + PRINTING 
504 SHERMAN STREET, CHICAGO + WABASH 7820. 
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CAMPBELL-EWALD ADDS AN IMPORTANT LINK 
TO CONTINENT-WIDE SERVICE FACILITIES 


The opening of completely equipped offices in Campbell-Ewald leads the way in placing at 
the City of Washington, D. C., marks a natural this strategic point fully equipped offices—thus 
forward step in Advertising Agency Service. rounding out its continent-wide facilities, and 


supplying to Campbell-Ewald clients one more 
Washington is no longer merely the seat of 


important link to the plus-service that always 


National Government. It is a pulsing, motivating has characterized “Advertising Well Directed.” 


center of influence, vastly important to the 
industry, finance and commerce of the country. The new offices are located in the Transpor- 
More nearly than ever before, it is the actual tation Building, and are in charge of Robert 
capital of the United States. Diserens, Vice-President. 


CAMPBELL-EWALD COMPANY 


HENRY T. EWALD, President 


GENERAL MOTORS BUILDING ’ DETROIT, MICHIGAN 


NEW YORK ° WASHINGTON ° CHICAGO * LOS ANGELES ° SAN FRANCISCO ° PORTLAND e TORONTO ° MONTREAL 
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Self-Regulation Under U. S. 
Auspices? 


In our opinion the most important 
change affecting advertising which 
has been made in the Copeland Dill, 
S. 5, introduced in the Senate at the 
opening of the seventy-fourth Con- 
gress by Senator Royal S. Copeland, 
as compared with his bill at the last 
session, is the provision for self- 
regulation. 

Self-regulation may seem to be in- 
consistent with government regula- 
tion, and the provision making it 
possible under the Copeland bill may 
mean much or nothing, dependent on 
what advertising interests do and on 
the policy of the Secretary of Agri- 
culture. Here is the provision, taken 
from Sec. 704, providing “Advisory 
Committees from Industries”: 

“For the purpose of consultation 
in formulating general administra- 
tive policies for the enforcement of 
this act, the secretary is authorized 
to appoint an advisory committee 
from each of the following groups: 
The food industry, the drug indus- 
try, the cosmetic industry, dissemi- 
nators of advertising, the public. 

“To aid in securing compliance 
with the requirements of this act, 
the secretary is further authorized 
to accept plans for such self-regula- 
tion of advertising practices as tend 
to effectuate the purposes of this 
act, when presented by associations 
or groups representative of their in- 
dustries: 

“Provided, that nothing in this 
paragraph shall be construed as re- 
stricting the responsibilities and 
powers conferred upon the secretary 
by this act, and no plans shall be ac- 
cepted which are designed to pro- 
mote monopolies or eliminate or op- 
press legitimate enterprise.” 

The plan for self-regulation 
through “disseminators of advertis- 
ing,’ meaning publishers and other 
medium owners, is based on the same 
idea which ADVERTISING AGE has em- 
phasized for many months, namely, 
exercising control over objectionable 
advertising before it reaches the 
public. Furthermore, the provision 
for action by associations or groups 
is also in line with the recommen- 
dations of this publication, since it 
has already been demonstrated that 
individual action is not sufficient to 
determine the practices of mediums 
as a whole. 

The provision for self-regulation 
does not require the secretary to ac- 
cept any particular plan, of course, 
since he could not reasonably be ex- 
pected to commit himself in advance 
to any such program. On the other 
hand, Secretary Wallace conferred 
recently with the board of the Ad- 
vertising Federation of America at 
its meeting in Washington, following 


which the board adopted resolutions 
supporting the passage of the Cope- 
land bill. This action, it seems to 
us, could hardly have been taken by 
the Federation if Secretary Wallace 
had not given strong assurances of 
his desire to have the industry set 
up its own program of self-regulation 
and of his willingness to accept a 
plan which really promises that. 

It may be that action under gov- 
ernment auspices is the only way to 
bring about effective self-regulation. 
Although opinion in the advertising 
and publishing field has been in 
agreement for some time on the ne- 
cessity of providing machinery for 
each publishing group through which 
to pass on objectionable advertising, 
nothing has been done. With months 
in which to organize, not a single 
group has come forward with a work- 
able plan, or indeed with a plan of 
any kind, thus convincing many that 
only under necessity imposed by law 
will the industry move effectively in 
the direction of self-regulation. 

The A. F. A. has gone on record 
in favor of self-regulation, and has 
urged action by the associations and 
groups of publishers and other me- 
diums, and we are confident that in 
view of its announced policy on this 
subject, it would not have agreed to 
support the Copeland bill unless it 
had been given assurances that genu- 
ine self-regulation would be _ per- 
mitted. If this opens the way to ac- 
tion by the “disseminators of adver- 
tising,” and if they take advantage 
of the opportunity to govern them- 
selves, under the Copeland bill, 
through specific regulations and 
methods which will not only carry 
out the general provisions of the bill 
but will put all advertising in order, 
then it may well be that enactment 
of the bill into law will represent 
opportunity for progress which can- 
not be made without legislative ac- 
tion. 

ADVERTISING AGE believes in a full 
measure of self-regulation under 
minimum government regulation. 
However, since initiative in that di- 
rection has been lacking, and since 
Secretary Wallace, representing the 
administration, has taken a reason- 
able position in the matter of accept- 
ance of plans for self-regulation by 
individual associations and groups 
of publishers, we find less room for 
logical opposition to the bill than 
would otherwise have been the case. 
It is still too stringent in some re- 
spects, particularly the definition of 
false advertising, but if it hastens 
the advent of regulation of advertis- 
ing within the industry, it will serve 
a useful purpose. 


Voice of the Advertiser 


A Biblical Student 


Corrects Copy Cub 

To the Editor: Referring to an 
item in Copy Cub’s column in your 
issue of Jan. 12, as follows: 

“Montgomery Ward is to broadcast 
a dramatization of the familiar Bible 
stories. Some radio sound-effects 
man is going to have a lot of fun 
when the children of Israel go 
swooshing through the Red Sea.” 

If I remember correctly, although 
it is, frankly, quite a number of 
years since I read the story, the 
children of Israel did not go “swoosh- 
ing through the Red Sea.” 

The Red Sea was miraculously 
walled up on two sides so the Israel- 
ites marched through “dry shod,” but 
the Egyptians pursuing them were 
caught and drowned when the 
so-called “walls” of water of the Red 
Sea came together again. 

There is an opportunity for “sound 
effects” when the Israelites marched 
between the walls rejoicing and the 
Egyptians were being drowned. 

FRANK L. ERSKINE, 
Brockton, Mass. 


[Editor’s note: Montgomery Ward 
nonchalantly allowed the children of 
Israel to pass through the Red Sea, 
and the Egyptians to be immersed in 
it, without benefit of sound effects. 
The incident was dramatized on the 
Jan. 20 program, incidental music 
permitting the passage to be made 
without difficulty.] 
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“New” Reptile Turns 
Out to Be Not So New 


To the Editor: In your Jan. 12 
issue, on the Photographic Review 
of the Week page, we find that a 
new advertising reptile makes ap- 
pearance. 

Strange as it seems, almost five 
years ago, this same reptile made its 
appearance in a Colonial Oil Com- 
pany advertisement prepared by this 
agency. Photostatic reproduction of 


dont let your car be one! 


Turtiesor traffic—cars with- 
out start in j 


new life—vital energy—the abil- 

ity to accel- 

erate smoothly—to fill the gaps 

in the traffic lane and to skim 

along with effortless speed. In 
—_ the 


is “4 Anti- Gasoline—th 
raptee Turtles of traffic—don't fuel thet makes ANY car ren 
= car be one! Wake it wea fret 


Drive In to « Coloniel Red 
Service Station Today— then’ One Clone By 


Ore COMPAR Y 
Weet Michigan “Home Folks” 


this advertisement as it appeared in 
the June 19, 1930 issue of the Grand 
Rapids Press is enclosed herewith. 
We realize, of course, that turtles 
live to be quite old, so when you say 
“new advertising reptile” perhaps 
you figure that five years makes very 
little difference in the life of a turtle. 
H. C. Scumint, 
Secretary, Anfenger Advertising 
Agency, St. Louis, Mo. 
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Bible Broadcasts on 


Coast for Three Years 
To the Editor: In connection with 
the announcement in ADVERTISING 
AcE for Jan. 5 of Montgomery Ward 
& Co.’s sponsorship of a series of 
radio dramas based upon Old Testa- 
ment stories it may interest you to 
know that Sunday Players, Inc., 
whom we have under a three-year 
contract, has been broadcasting “Im- 
mortal Stories from the Book of 
Books” over Columbia and National 
network stations in the Inter-Moun- 
tain and coast sectors for the last 
three years. 


Sunday Players, Inc., broadcast its 
first “Immortal Story” over station 
KVOR, Columbia outlet at Colorado 
Springs, on Christmas Day, 1931. 
The Players remained on this station 
until Easter of 1932, and the follow- 
ing year were used as sustaining fea- 


A CAUTIOUS CITIZEN RELENTS 


ea 


—Collier’s. 


"I've come to tell you that I've changed my mind about what | said 
to your inquiring photographer this morning." 


ture over KLZ, Columbia station in 
Denver. Oct. 29 they went on KFI, 
National’s 50,000-watt Los Angeles 
station, for a 26-week sponsored pro- 
gram. 

Starting with “The Fall of Man,” 
The Players produced “The Great 
Flood,” “The Tower of Babel,” “Abra- 
ham and Isaac,” “The Hands of 
Esau,” etc. in a 26-week series 
which won more favorable local pub- 
licity and probably more listener re- 
sponse than any other feature ever 
placed on the air here. Variety and 
other national publications reviewed 
the series most favorably, and it won 
the strong endorsement of the West’s 
most influential church and lay 
leaders. 

Concluding their KFI series last 
April, The Sunday Players were con- 
tacted by us early in the summer, 
with a proposal to reproduce their 
biblical dramas by means of elec- 
trical transcription, for local use by 
funeral directors, religious groups, 
and other agencies interested in plac- 
ing wholesome entertainment on the 
air on the Sabbath. Contracts for 
three years were executed Oct. 15, 
1934; recording was begun the same 
week, and our first Chicago audition 
was given about ten days later. 
Auditions have since been given in 
Buffalo, Sydney, N. S. W., and a 
dozen Pacific coast points. The same 
day your story broke here we signed 
a contract with KHJ, the local Col- 
umbia outlet, in behalf of seven 
sponsors who will cooperatively pre- 
sent The Sunday Players over this 
station each Sunday afternoon at 
1:30, beginning Jan. 27. We have a 
dozen prospective sponsors in the 
Middle West, as many in the East, 
and at least ten in California, Oregon, 
Washington and British Columbia, 
whom we hope to have on the air 
early in February. Among our pros- 
pective sponsors are two great church 
federations which see in our Bible 
stories an effective means of reaching 
homes which are not normally re- 
ligious. Station 2GB, Sydney, has 
asked options for the entire province 
of New South Wales. 

Sunday Players, Inc., is a remark- 
able group of radio dramatists. After 
their Colorado Springs and Denver 
try-outs they had sufficient faith in 
themselves to incorporate as a stock 
company, invest in a truck, in which 
they both traveled and made their 
home, and head for the coast, seek- 
ing new worlds to conquer. Within 
three weeks’ time they were under 
contract for six months, on Southern 
California’s most powerful station, 
and almost at once they became one 
of the most talked-of features on the 
air. Referred to by numerous radio 
editors as “The Oberammergau of the 
Air,” the Players have lived a com- 
munal existance, all under one roof, 
in Santa Monica, away from -the dis- 
tractions of the city, steeping them- 
selves in the biblical atmosphere 
which they have interpreted so beau- 
tifully and so reverently over the air. 
As indicated by the enclosed litera- 
ture, they have made a practice of 
even playing in costume. 

“Immortal Stories from the Book 
of Books” will go on, despite the fact 
that “Immortal Drama” is on the air. 


Religious leaders and educators gen- 
erally will feel, we are sure, that 
with all of the more mundane mate- 
rial which comes over the air of a 
Sunday, there is a place for two such 
features. 

Incidentally, may I congratulate 
you on the continued excellence of 
your publication? Even my evening 
paper must wait on the days when 
ADVERTISING AGE arrives, and after 
the first once-over it is always good 
for a half-dozen encores. 

GEORGE LOGAN PRICE, 

Funeral Foundation, Inc., 
Advertising Counselors, 
Los Angeles, Cal. 
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Now He Can’t Get the 


Wrappers Off Fast Enough 


To the Editor: I just want to take 
a minute of your time to let you 
know that I subscribed to ADVERTIS- 
ING AGE some time ago, and suppose, 
like most men who are kept quite 
busy, have let it lay unwrapped for 
weeks at atime. During the holiday 
season when our cooking and food 
shows are not conducted for news- 
papers, I had the time to open and 
read many back numbers. 

I want to confess that the man 
who does not read ADVERTISING AGE 
each week is not only missing very 
interesting news, but might also be 
losing some mighty good business. 

To my knowledge I can’t recall 
any publication that gives as much 
information as does ADVERTISING AGE. 
I wouldn’t be without it. And be- 
lieve me, from now on I’ll read it 
as soon as it arrives on Monday 
morning. 

I am of the opinion that if more 
newspaper men and_ advertisers 
would consult ADVERTISING AGE much 
information could be had that would 
save them both time and money. 

When my subscription runs out in 
June please advise me so that I can 
renew my subscription to what I 
feel is ‘““America’s Greatest Source of 
Information” for the advertiser and 
the busy newspaper executive and 
advertising manager. 

C. EpwArD RIEMER, 

Manager, Home Makers Institute, 

Park Ridge, Ill. 
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Cartoonist Requests 
A Bit of Information 


John Gibson Bliss 
Corteans for Adbverticing 
44 Stevens Road 


1S YOuR INFLUENCE 
Gourr ENovGtHy Te 
GET ON® ce THESe 

—— FoR 


See = a 
ee io eee 
eae 
ee a ee ea 
, eS Te HW -¥ \_, sri Pe i 
ane OO hi \. epee « ¥: b ‘ wf ie ~ A he 
| pe wee ? AMT So ee BS 
ee BE Yr as } , pee er 
y i . y~\ ° Mi a pm ¢ 
ote a ....Tel. BRyant 9-6432 i ea A int § WF) Rio Ose 
ere a ,. Sm fy “Oe DS give. 
ee ae ———————— eee P ta 2 <¢.o- oe» Ce 
oe es ce — ieee tee. oS 
% i — “hone + ‘S P SS es . = } as hes 
bo WA | Slee 
Sse ‘ ag | 13 7 b ? i a ae “a Mh eth —_e 
“| BL , By. \ % \ .* e. P 5) POS, A Bee 5 a =. 
. ™ ~~ te o > Gir 3 a, 
ee Sn Ey Be tN B La re 
Kove pre Lee a 
ee Neen | 
3 . : — ee 
ee 
ae == —_———— ——— ———_—_ ——_—_——— — —_—_—— ——— ——_——— 
: P| | | | 
“4 SN 
| 
— | 
a ee eo 
Hy | . or / 
ie Sy \, 
* Us ea — 
} a tp Py 
PALES 
| 4 aed: {Les erty 
! feigred B= 
= (p> Sa : 
ae | TURTLES" -< 
i lito: poppin ted yh 
Rs oo | @ sw 
ee a Ln | 
ie m4 COLONIAL § 
: oe 
7 a 
| Pe 
Needham, Mamachuserts 
. a 
Need 
| 4S 
SIG 
adirer > Ee Dy 
Wf / ¥ i‘ (2 
i W \ \y 
== = iow 
VOL Ayo (Bez, 
Pe ree MRE RE TE CO cc EE EN Cnt ICN ofem oe aia a ee nea ee An ce games 7 {| 
ener eee 8) Pe eg One ace hate aE aR aeh one ee Weert ore a ok bale a Ba Se ack Wie A LA lt en 


= ee eS 


=—=_— us Oe USS . ewe 


January 26, 1935 


ADVERTISING AGE 


* Velvet” in advance... 


SUALLY, a new publication sets its circulation 
guarantee by a kind of prayerful algebra in 
which both hope and fear are important factors. 
In the end, it comes to a plain guess—high enough 
to base a rate on, low enough to make good on. 
THIS WEEK didn’t work it that way. No algebra 
was necessary. Just simple addition of the A. B. C. 
reports of the 21 great newspapers which sponsor 
this new and better magazine. The rates, by the 
way, are based—not on the single day sale—but 
squarely on the six months’ average. 

But not even algebra is enough to figure the print 
orders for the early issues. What, please, is the for- 
mula for estimating the effect of big-scale promo- 
tion on circulation? 

Twenty-one powerful newspapers are throwing 
the full weight of their promotion activities behind 
THIS WEEK. They will run campaigns in their own 
papers and in other metropolitan papers, in coun- 
try and suburban newspapers. Plans are not yet 
complete, but a quarter-million lines is quite con- 
servative; likely it will be nearer a half-million. 
How many new readers will this bring in? 


THIS 


A Powerful Sales Force in America’s 


And how do you figure hours of radio time, acres 
of 24-sheets, car cards, newsstand posters? What 
will house-to-house sampling in millions of homes 
mean in terms of added circulation? 

Frankly, we don’t know the answers; we can’t 
compute the possibilities. All we know is that ad- 
vertising sells goods—and that this is the biggest 
promotion push ever put behind a new publication. 

When it comes to print orders, we'll probably 
play safe and be sorry when the newsboys come 
clamoring back for more copies. Right now, all 
we can say is that there will be a generous bonus 
of circulation from the beginning. In THIS WEEK 
advertisers will get their ‘‘velvet” in advance. 


Figuring the Velvet: Rates based on 4,051,258 (6 months average 
ending March 31, 1934. Latest figure already higher) ... Total 
single day audit: 4,247,999 ... Promotion plans include newspaper 
advertising, posters, sampling, radio, car cards, etc... . Editorial 
quality and quantity assure ever-increasing reader interest... Bril- 
liant colorgravure attracts readers (and buyers)... Advertisers get 
a flying start in attention value... Dealers (in the rich “A” market) 


enjoy plus of publicity. 


| 


EEK 


Market 


ATLANTA, BALTIMORE, BIRMINGHAM, BOSTON, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DALLAS, DETROIT, INDIANAPOLIS, MEMPHIS, MIEWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, OMAHA, PHILADELPHIA, PITTSBURGH, ST. LOUIS, WASHINGTON 


wr eet 


CHICAGO: 360 N. MICHIGAN AVENUE SAN FRANCISCO: 111 SUTTER STREET 
DETROIT: GENERAL MOTORS BLDG. LOS ANGELES: LINCOLN BUILDING 
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January 26, 1935 


FACA RULES ON 
ADVERTISING OF 
LIQUOR REVEALED 


. . . 

Follow Lines Previously Laid 
Down | 
| 
Washington, D. C., Jan. 23.—The | 
long-awaited advertising regulations 
of the FACA, governing the adver- 
tising and labeling of all alcoholic 
beverages, were announced late last | 
week by Joseph H. Choate, Jr., direc- | 
tor of the Federal Alcohol Control | 

Administration. Simultaneously, Mr. 
Choate announced dismissal of a) 
number of pending cases alleging | 
false and misleading advertising, but | 
warned that with definite regulations 
now promulgated, future cases would 

be proceeded against vigorously. 

The brewing industry and the dis- 
tilled liquor and wine industry have 
separate regulations, but they are 
identical in all important respects. 
The regulations apply to advertising 
by “radio broadcast periodicals and 
newspapers; signs, posters, and dis- 
play materials; outdoor advertising; 
advertising specialties; and other | 
written, printed, and graphic matter, | 
| 


including trade booklets, menus and 
wine cards. However, menus, wine 
ecards, signs, posters, display mate- | 
rials, advertising specialties, and out-| 
door advertising are exempt from) 
some of the more detailed require- | 
ments.” 


Specific Prohibitions 


In addition to the general prohibi- 
tion against statements which are 
“untrue in any particular, or if di- 
rectly or by ambiguity, omission or 
inference tend to create a mislead- 
ing impression,” a number of prac- 
tices are specifically prohibited, such 
as failure to include the name and | 
address of the advertiser, and the 
type of spirit referred to. 

No advertisement may contain any 
statement that is inconsistent with 
a statement made on the label of the 
product, nor may it contain any 
statement disparaging to a competi- 
tor’s product, “or any statement as 
to curative or therapeutic effects that 
is untrue in any particular or tends 
to create a misleading impression. 
An advertisement may not misrepre- 
sent the place of actual origin, or 
give the impression that the product 
is imported when that is not the 
fact, or misrepresent the actual pro- 
ducer of the product.” 


Ban “Strength” for Beer 


No advertisement may contain 
words like “guaranteed” or ‘“war- 
ranted” unless a definite and tangible 
guarantee or warranty is available 
to the purchaser. In connection 
with beer, the use of such words 
as “full strength,” “extra strength,” 
“high test,” “high proof,” “pre-war 
strength,” etc., is prohibited. Nu- 
merals that might be confused with 
statements of alcoholic strength may 
not be used unless adequately ex- 
plained, and the actual alcoholic 
strength and percentage and quan- 
tity of original extract may not be 
stated in advertisements of brewery 
products. 

Signs and outdoor advertising in 
place at the time of the ruling are 
not affected by the new provisions, 
but the new regulations will govern 
newspaper advertising after 45 days, 
and magazine advertising after 90 
days. 

Retailers Not Affected 


The FACA explains that its “juris- 
diction does not extend to retailers 
of alcoholic beverages inasmuch as 
there is no retail alcoholic beverage 
code in force. In consequence, the 
advertising regulations do not extend 
to retail advertisements unless the 
advertisement is supplied by a mem- 
ber of one of the industries subject 
to the jurisdiction of the FACA.” 

The requirements of the distilled 
liquor code authority are separate 
and distinct from the regulations 
promulgated by the FACA and in- 
sofar as official information is con- 
cerned, all advertisements of dis- 


ADVERTISING AGE 
tilled spirits must still be submitted 


~ advance of publication, as out- Bright Ga rb 
ined in the Jan. 5 issue of ADVER- 
ame Ae. Is Modeled at 
It is pointed out, however, that | ° 
Clothing Meet 


the distilled liquor code authority 
Chicago, Jan. 24.—The colorful 


may relax its present censorship 
provisions if the FACA regulations | 
work out successfully. 
hew styles which men are expected 
KROW Has Special Studio to embrace during the spring and 
An “audition” studio for the bene- summer were presented to the Na- 
fit of advertising agencies and their tonal Association of Retail Cloth- 
clients is a feature of the new San /|iers and Furnishers yesterday by a 
Francisco studios of KROW, Educa-|40zen leading manufacturers with 
tional Broadcasting Corporation sta-|the assistance of male models. 
ons eae egg oe eee | Each manufacturer used three 
. 8 available! models to show as many of his 


to all advertisers, whether or not 7 
they plan to include the station in leading garments and this new fea- 
ture of the retailers’ convention was 


a schedule, according to H. P. Brey, 
general manager of the station received with such acclaim that it 


will be expanded at future gather- 
ings, it was predicted. 

Men are ready for raiment of 
many hues, it was asserted, because 
of their reaction to the dark days 
of the depression. 

Wilson Brothers, Chicago, pro- 
vided the brightest spot in the style 
show with young men attired in Cel- 
anese sport shirts rivaling Solomon 
in all of his glory. This style, among 
others displayed, will have accept- 
ance because it has been worn by 
moving picture actors, described as 
the great makers of sentiment as 
regards clothing. 

Carl Davis, of The Hub, Chicago, 
urged that the industry begin now 
to educate boys of 10 to 18 to wear 
hats. This can be done by making 
headwear so attractive that the boys 


will want to wear it, he told the 
meeting. 

Particular interest was shown in 
the subject of selling opera hats be- 
cause of the necessity of the buyer 
of adding “tails” to his wardrobe. 
The tidal wave of color in 1935 will 
be marked by a revival of bow ties, 
it was said. 


Buy Interest in WDAY 


The publishers of the Fargo, N. a 
Forum have purchased an interest in 
WDAY, Inc., the company operating 
station WDAY in that city. E. C. 
Reineke, founder of the station, is 
president of the reorganized com- 
pany, with Forum officials holding 
all other offices. Mr. Reineke will 
continue as general manager. 
Charles G. Burke is commercial man- 


ager of the station. 


. .. for the W 


O branch of industry is more highly 
competitive than that of automobile oil 
and gasoline . . . none makes greater de- 
mands upon sales-strategists to find New 
Ways of Shocking prospects into action 
... of FORCING recognition of greater 
efficiency or greater economy. 


Therefore, it is of utmost significance 
that EIGHT great companies selling on 
the Pacific Coast are constantly placing 
greater dependence upon the SHOCK 
factor of COLOR in the regular black- 
and-white columns of the three Hearst 
morning and Sunday newspapers on the 


Coast. 


OIL AND GASOLINE SALES STRATEGISTS 


| GENERAL PETROLEUM SIGNAL ASSOCIATED 
I | STANDARD PETROL 
) GILMORE MOBILOIL RIO GRANDE 
a y 
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ADVERTISING AGE 


Simple Style 
Features New 
Ward Catalog 


Chicago, Jan. 24—Greatly in- 
creased use of photography and ro- 
togravure features the spring cata- 
log of Montgomery Ward & Co., Chi- 
cago mail order house, which marks 
a definite departure from what the 
company terms the “old school” 
style of mail order catalog. 

Typography and layout in the new 
catalog have been simplified in or- 
der that the catalog may more 
closely approach national retail ad- 
vertising practices, the company 
points out. 


The 596-page catalog will have a 
circulation of about 6,000,000. Prices 
on the average are approximately 
six per cent below those of a year 
ago. 

Packages for much of Ward's 
merchandise have been revamped to 
conform with modern trends. Illus- 
trative of packaging development 
are the company’s lines of paints 
and enamels, radio accessories, and 
shoe polish, among others. Trim 
containers have been designed for 
Ward’s beauty aids, a line of face 
powder, cleansing cream, cold cream, 
almond lotion, lipstick, rouge com- 
pact, astringent, and  brilliantine, 
sold at 37 cents each. 

The new catalog also displays im- 
provements in merchandise design. 
Among the products which have 


been restyled are radios, washing 
machines, electric ironers, electric 
refrigerators, ranges, bicycles, and 
bathroom fixtures. 

Rotogravure is employed exten- 
sively in the furniture, mattress, ra- 
dio, women’s apparel, and bathroom 
fixtures sections of the catalog, as 
well as in many other sections of 
the book. 

Swatches of material are used lib- 
erally in several sections, such as 
the women’s apparel section, in or- 
der that the mail order customer 
may judge quality and texture of 
materials. 

The modern note is also exempli- 
fied in the black and silver front 
cover. On the right hand side of the 
cover is an index of merchandise 
sections, for ready reference. 


Two Name Chet Crank 


The Santa Monica Land and Water 
Company, Los Angeles realtor, has 
launched a new campaign in Los 
Angeles newspapers through Chet 
Crank, Inc., of that city. The same 
agency is placing introductory adver- 
tising for a new combination sleep- 
ing bag and knapsack made by Pa- 
cific States Equipment Company in 
recreational magazines. 


Daniel, Higgins to WBAL 


Jules P. Daniel, formerly asso- 
ciated with the Joseph Katz Com- 
pany, has been named head of the 
sales department of WBAL, Balti- 
more, recently taken over by the 
American Radio News Corporation. 
Harold Higgins, of the New York of- 
fices of the Hearst Enterprises, has 
been named accountant for WBAL. 


eels of SELLING 


Through the use of COLOR on the 


COAST, many outstanding sales-records 
have been established. As proof positive 
of its effectiveness, important oil and 
gasoline companies have used over 
THREE TIMES MORE space in 
COLOR in 1934 than during 1933. 


The Los Angeles Examiner, the San Francisco Exam- 
iner and the Seattle Post-Intelligencer offer to adver- 
tisers COLOR in their regular black-and-white pages 
- - - COLOR that gives greater visibility, better 
presentation of product, unquestioned dominance. 

COLOR is the surest channel to the new riches of the 
Coast . .. the 12 Billion extra dollars brought into 
this territory by Boulder Dam, the Bay Bridge, and 


The same thing is true of manufacturers 
in many other lines . . . cereals, bever- 
ages, cigars, gasoline, tires, salad-dress- 
ing, canned goods and others. The list 
of sales-successes grows every month 
. . . successes that came through the 
strategic advantage of advertising in a 


COMMANDING WAY. 


kindred projects; the new upswing that is reflected in 
greatly increased department-store sales. COLOR, in 
the three great base papers of the Coast last year 
made sales history for 63 leading national advertisers 
. .. and the list grows daily. 


Ask the nearest Boone Man for details of service and 
record of results. 


POST-INTELLIGENCER 


NATIONALLY REPRESENTED BY 
RODNEY E. BOONE ORGANIZATION 


One of the first newspaper adver- 

tisements in the new campaign for 

Herbert Tareyton, made “ Amer- 
ican Tobacco Company. 


RULE W. VA. MAY 
APPLY CHAIN TAX 
TO GAS STATIONS 


Washington, D. C., Jan. 23.—Con- 
tending that where the power to tax 
exists the extent of the burden is 
a matter for the discretion of the 
lawmakers, the United States Su- 
preme Court has upheld the validity 
of the West Virginia chain store tax 
as applicable to gasoline filling sta- 
tions. 

The decision, which split the 
court 5 to 3, reversed the findings 
of a lower federal court, which ruled 
that the West Virginia tax did not 
apply to a chain of 1,003 filling sta- 
tions operated by the Standard Oil 
Company of New Jersey. The lower 
court had ordered a refund to the 
company of $240,173 which it had 
paid in taxes under the chain store 
law. 

In a case involving an Indiana 
statute, the Supreme Court rendered 
a decision more than three years ago 
which upheld the right of states to 
tax chain stores. In the West Vir- 
ginia case the Supreme Court held 
that such a tax is valid even when 
it places a heavy burden upon a 
business. The question as to whether 
a filling station is a store was also 
an issue in the case. 

Justice Benjamin N. Cardozo read 
the majority opinion. The minority 
presented no dissenting opinion. 

The West Virginia law provides a 
graduated license fee for stores, de- 
pending on the number of stores, 
ranging from $2 a year for one store 
to $250 for each store in excess of 
75 owned or operated by the same 
person or corporation. The Standard 
Oil Company of New Jersey chal- 
lenged the validity of the law, con- 
tending that filling stations are not 
stores and that the tax was so op- 
pressive as to amount to arbitrary 
discrimination of unlawful confisca- 
tion. 

Justice Cardozo cited the wording 
of the statute in holding that gaso- 
line stations came within the mean- 
ing of the term “store,” in that they 
sell goods and merchandise. He also 
pointed out that an effort in the 
West Virginia legislature to exempt 
gas stations was voted down. 

As for the charge of discrimina- 
tion and confiscation, the Supreme 
Court held that “when the power to 
tax exists, the extent of the burden 
is a matter for the discretion of the 
lawmakers.” Justice Cardozo reiter- 
ated a former ruling by the court 
that “even if the tax should destroy 
a business it would not be made in- 
valid or require compensation upon 
that ground alone.” 

He further held that a state may 
tax large chains more heavily than 
small ones and “may make the tax 
so heavy as to discourage multipli- 
cation of the units to an extent be- 
lieved to be inordinate and by the 
incidence of the burden develop 
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Pepsodent in 
First Contest; 
Prizes for All 


Chicago, Jan. 24.—In making its 
first cast into the contest pool, the 
Pepsodent Company has endeavored 
to plug up all of the loop-holes re- 
vealed by other promotions of this 
kind. The contest has many unusual 
features. 

The time, Jan. 18 to Feb. 3, is 
much shorter than that given to the 
average contest. While this will pre- 
vent interest from dragging, it has 
also caused the company to add a 
large number of newspapers to the 
radio networks employed. Two full 
pages in The American Weekly and 
two half-pages in comic sections of 
46 metropolitan newspapers are be- 
ing used. 

The sting is taken out of the con- 
test by the fact that every partici- 
pant gets something. A _ four-color 
map supposed to be the handiwork 
of “Andrew H. Brown,” of the radio 
team of Amos ’n’ Andy, will be given 
to all. The map ties in with current 
adventures of the radio stars. 

The amount of cash to be distrib- 


ers and their clerks are eligible to 
prizes, this provision insuring their 
cordial cooperation. 

The contest is given acceleration 
by the magazine campaign announc- 
ing a ten per cent larger tube of 
Pepsodent tooth paste at the old 
price. 

The rules of the contest are sim- 
ple. The prizes will be awarded for 
the best letter of not more than 50 
words on “Why I like Pepsodent 
tooth paste.” 

Lord & Thomas handle the ac- 
count. 


Fawn Adds to Staffs 


Fawn Art Studios, Inc., have added 
Robert Corbett and Steven Dohanos 
to the firm’s New York studio staff, 
and Edwin T. Hunt to the Detroit 
staff. R. M. Di Marco is now manag- 
ing Fawn’s Detroit studio. Joseph 
Jicha, of the firm’s Cleveland office, 
and Mrs. Jicha have left for a 
two months’ painting trip through 
Mexico. 


Lincoln Life Names Maxon 


The Lincoln National Life Insur- 
ance Company, Ft. Wayne, Ind., has 
placed its advertising with Maxon, 
Inc. Extensive national campaigns 
now being released are to use news- 
papers, national magazines, business 
and trade publications, and outdoor 


uted is unusually large, $30,985. Deal- | displays. 


MALE BODY IS 
RESPONDING TO 
STERNER TIMES 


Changing World Engrosses 
Retail Clothiers 


Chicago, Jan. 24.—The approxi- 
mate moment at which Young Amer- 
ica, noting the appearance of a little 
fuzz on his chest, together with 
other indications of the approach of 
manhood, decides to insist upon ex- 
ercising his own judgment in the 
purchase of clothing was fixed by 
members of the National Association 
of Retail Clothiers and Furnishers 
at their 21st annual convention here 
this week. 

This phenomenon, according to 
the consensus at the round tables 
which featured the convention, usu- 
ally occurs when the boy becomes 
ten years old. Up to that time, he 
is the vassal of his mother, who was 
described as being highly conscious 
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Cannot Be Ignored” 


It was a State Legislature that inadvertently paid the highest possible 
tribute to poster advertising. That august body prohibited certain 
commodities from appearing on the panels because such advertising 
cannot be ignored. 


The Rabbit Gentlemen illustrated above are not ignored. To the 


contrary, they are well and favorably known in metropolis and cross- 
roads village. Penick & Ford’s consistent use of the panels has helped 
bring about that highly desirable result. 


Posters offer a medium geared exactly to today’s swift tempo. 
The “U S” organization knows how to fit this medium to your pro- 


duct and plan, and can work with you, either direct or through your 
advertising agency. 


POSTER PLANTS AT ERIE, PA., AND NEWPORT, KY. 
(The poster illustrated above was produced at the Erie Plant) 


AID TO ROLLERS 
$500.00 


IN CASH PRIZES 


Tley'e enjoying thes 
NEW SMOKE THRILL 
A re you? 


2 


TER TIP 


This large advertisement in Ohio 

papers introduces another roll- 

your-own plan—that of the Rizla 

Company, which makes cigarette 

papers. A filter tip adds to the 
interest. 


of the suggestions made in advertis- 
ing and inclined to dress her off- 
spring accordingly. 

When the lad decides that he is 
fully able to determine what he likes 
and what he doesn’t, the influence 
of the mother wanes considerably 
and advertising directed to her be- 
comes less influential. Her role in 
the triangle is only to make sug- 
gestions, which may or may not be 
followed. 


Note Physical Changes 


When the same boy reaches the 
age of 16, he usually affects the kind 
of clothes worn by his dad. He looks 
with scorn on the boys’ department 
and astute retailers accordingly are 
grouping his garments in the men’s 
section. 

The group made up of stores do- 
ing an annual volume of more than 
$100,000 noted a change in the physi- 
cal characteristics of both juveniles 
and adults in the male realm. The 
depression has made wage earners 
realize that life is real and life is 
earnest. More of them are watching 
their diets and shaving off that rub- 
ber tire which was wont to be worn 
around their middles. There is con- 
sequently less demand for garments 
described as “portly.” 

Young men are taller and leggier 
than their forbears, causing dealers 


to pay more attention to their stocks 
of “36 longs.” 

One question on the program was, 
“Is the long trouser fad coming back 
again for youngsters from four years 
up?” The answer was in the affirm- 
ative. 

It was also explained that the 
popularity of sports clothes has cre- 
ated a diminishing demand for two- 
trouser suits. One store reported 
that 90 per cent of all its clothing 
sales formerly involved two pairs of 
trousers. The percentage has now 
dropped to 50. 

W. O. Derby, of the association 
staff, created a mild sensation by 
upbraiding retailers for their failure 
to lead the style parade in their own 
persons and to insist upon employes 
doing likewise. 


Discuss Tailor’s Worth 


This developed the general opin- 
ion that employes of clothing stores 
should be able to buy clothes at cost 
or slightly above that minimum. 
Baskin’s, Chicago, it was pointed out, 
not only follows this policy, but 
provides free pressing service. 

Some deploring was done about 
the lack of information given by 
newspapers about men’s’ modes, 
which devote column after column 
to feminine dress. 

The Talon fastener came into the 
discussion when this question was 
propounded: “What is the future of 
the slide fastener for men’s trous- 
ers?” 

While the retailers reported that 
the slide fastener has come into 
great popularity, especially among 
young men, some harrowing tales 
were told of distressing incidents 
caused by the mechanism going 
awry. In one or two instances, the 
slide fastener worked prematurely, 
it was reported, while in others the 
wearer found it impossible to make 
it work at all and was thus locked 
in his trousers. 

A discussion of air-conditioning 
developed the opinion that while this 
is worth while, from the viewpoint 
of attracting business, it is even 
more valuable in reducing mark- 
downs of merchandise damaged by 
sweaty hands. 

The clothiers frowned on com- 
parative newspaper advertising, 
which they said has lost its potency, 
as well as being undesirable in other 
respects. 

Sympathy was expressed with the 
Manhattan Shirt Company, reported 
to have lost its fight to prevent use 
of “Manhattan” as the trade-mark 
of another company manufacturing 
underwear. Many of those asking 
for Manhattan underwear, it was 
said, believe they are getting the 
product of the Manhattan Shirt 
Company. 


Dental Journal in Survey 


To determine the attitude of the 
dental profession on the subject of 
health insurance, a national poll of 
dentists is being conducted by Oral 
Hygiene, Pittsburgh dental journal. 
The January issue of the magazine 
carries a postal ballot asking five 
questions on the topic. 
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PHOTOPLAY 


ESTABLISHED THE 
STANDARD OF EDITORIAL 
EXCELLENCE IN 
FILM MAGAZINES 
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YOUR WIFE 


won’t win the Sweepstakes 


SWEATY hand spun a squirrel cage in Dublin. 
Around tossed and tumbled the fate of a 
half million families. 


But who ever heard of an adman’s wife winning 
an Irish sweepstakes? 


The microcosmic mass that squeezed her out 
included a carpenter whose chief concern was 
getting back on time to his pile-driving job next 
morning...a charwoman’s husband who wanted 
to tour the Catskills . . . a cigar and candy store 
proprietor...a restaurant owner and his partner 
wife...a boilermaker who decided to move from 
a flat to a farm...a telegraph operator...a drug 
store clerk...a stenographer...a mill worker whose 
dream was for a new car and a store and clothes. 


Your wife can’t win because the odds are against 
her. There are too many other kinds of folks in 
the world who, by sheer weight of numbers, 


pretty well monopolize the takings — and the 
spendings. 


Two-thirds of the urban population live by 
someone’s muscles, rather than someone’s mind. 
Which means, among other things, that just about 
two-thirds of the urban trade moves in a social 
circle that doesn’t touch your wife’s bridge club, 
tea party or dinner invitation list. 


And if retail sales are helped by magazine ad- 
vertising, they’re helped more by magazine ads 
that reach the people who make the sales. A 
growing consciousness of this truth has made 
the four magazine “groups” part of the regular 
plan of an increasing number of magazine 
schedules. These “groups” have been gaining line- 
age regularly while many older “white collar” 
publications have been standing still and in some 
cases, slightly losing. 


One of a Series of Notes Published tn the Interest 
of a Better Understanding of the “Group” Field, by 


Macfadden Women’s Group 


“The Original Women’s Group” 
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Open House Held by 
Free & Sleininger 


Free & Sleininger, radio station 
representatives, held an impromptu 
open house in their Chicago offices 
last week for visiting executives 
from stations on their list. 

Among the callers were Dietrich 
Dirks, general manager of KFAB 
and KFOR, Lincoln, Neb., and KOIL, 
Omaha, Neb.; H. H. Hoessly, station 
manager, WAIU, Columbus, O.; 
Charles C. Caley, commercial man- 
ager, WMBD, Peoria, Ill.; and J. 
Buryl Lottridge, commercial man- 
ager, KOIL, Omaha. 


Promoted by Warners 


Robert M. Paskow, former manag- 
ing director of the Stanley Theater, 
Jersey City, N. J., has been promoted 
to director of advertising and pub- 
licity for the 60 theaters in New 
Jersey operated by Warner Bros. 


Form New Jersey Agency 

Robert W. Wilson and John Em- 
bergh have organized Publicity As- 
sociates, publicity and advertising, 
26 Journal Square, Jersey City, N. J. 


ADVERTISING FORMS 
APRIL ISSUE of 


RADIO 


NEWS 
HeSHORI WAVE 


CLOSE FEBRUARY 6, 1935 
Send Copy and Cuts to: 
Radio News, 461 8th Ave., 
New York, N. Y. 


Radio’s Foremost Magazine pro- 
vides you with an active reader 


market of 75,087 men_ every 
month, 
Advertising Western Office 
anagement Virgil Malcher 
Bye pene & 205 W. Wacker D>. 
461 8th Ave. Chicago, Til. 
New York, N. Y. 
Telephone: Telephone: 
BRyant 9-3142 Randolph 7100 
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COSMETICS ALL 
A RACKET, NEW 
BOOK ASSERTS 


“Skin Deep’ Takes Lusty 
Wallop at Advertising 


New York, Jan. 23.—The products 
and selling practices of a great 
many leading advertisers in the cos- 
metic and food fields are vigorously 
condemned by M. C. Phillips, of 
Consumers’ Research, Inc., Washing- 
ton, N. J., in her new book, “Skin 
Deep,” published by Vanguard. 

The interests of the author are 
revealed in the dedication, “to all 
who suffered grave injuries from 
Koremlu, Lash-Lure, Dinitrophenol, 
and other dangerous cosmetics, that 
the makers might be enriched.” 

A foreword of several pages de- 
scribes the service offered by Con- 
sumers’ Research, also pointing out 
that the organization was founded 
by consumers eager to learn the 
truth about advertised products and 
that it has been partly supported 
by philanthropy. By July, 1934, 
there were 48,000 subscribers to the 
confidential service and 20,000 to the 
quarterly bulletin, according to the 
foreword. 

The reader of “Skin Deep” is led 
to infer at several points that the 
principal objective of the author 
and the organization with which she 
is connected is to secure the pass- 
age of legisiation to protect the 
consumer. The concluding chapter, 
devoted to this one subject, calls 
attention to the model food and 
drugs law drawn up by Consumers’ 
Research for the consideration of 
state legislatures. 


Just a Half-Step 


The original Tugwell bill is 
praised as a half-step in the right 
direction. The feeling of the au- 
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PURE LARD 


154 E. ERIE ST., CHICAGO 


Shis is the Dllustration 


THAT IS SELLING MORE LARD TO MODERN 
HOUSEWIVES FOR ARMOUR & COMPANY 


Produced by 


SHIGETA - WRIGHT 


INCORPORATED 
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thor with respect to the passage of 
federal laws so nearly perfect as 
to make the services of her organi- 
zation superfluous is not clearly re- 
vealed. 

The feature of the book, accord- 
ing to the publishers, is the naming 
of names. Not only are the prod- 
ucts to which the author takes ex- 
ception named but also the adver- 
tising agencies which promote them 
and the publications which carry 
the copy. 

The opening chapter, which takes 
manufacturers of cosmetics in gen- 
eral to task for their advertising 
sins, also deplores the blind faith 
of woman, who wants to believe 
that there are magical preparations 
which will enable her to rouse envy 
in the heart of Helen of Troy. 

The second chapter, the first of 
several which discuss various 
groups of beauty preparations, ad- 
mits that some matching up of the 
colors of face powder and complex- 
ion is essential but smiles at Pond’s 
and other advertisers who propose 
to do this “scientifically.” Miss 
Phillips advises the compounding of 
one’s own powder by mixing a sat- 
isfactory grade of plain talcum with 
essential oils. 

Several powders free from any 
injurious substances are named. 
Marcelle, which, she says, is adver- 
tised in the Journal of the Ameri- 
can Medical Association, was found 
by Miss Phillips to contain a large 
amount of tremolite, “a rock whose 
particles have about the same hard- 
ness as cutlery steel or ordinary 
window glass.” 


Discusses Cold Cream 


Princess Pat and Three Flowers 
powders also contain the undesir- 
able tremolite in too large quanti- 
ties, according to Miss Phillips. ‘Al- 
though the particles were so finely 
ground as to be invisible to the 
naked eye, they were plainly dis- 
cernible under the microscope as 
long, thin needles,’ she says. 

The chapter on face creams ap- 
proves the use of a pure cold cream 
if one feels she just must do some- 
thing for beauty’s sake. The com- 
pounding of one’s own cream is sug- 
gested, although it is admitted that 
it is possible to purchase satisfac- 
tory brands for about 60 cents a 
pound. Brands which must carry 
the overhead of testimonials can- 
not be sold at this price, the author 
avers. 

The author’s quarrel with manu- 
facturers of manicuring necessities 
is provoked by their mark-up. The 
ingredients in a bottle of Cutex 
which retails for 29 cents actually 
cost two cents, Miss Phillips asserts. 

Nail preparations have been in 
general use too short a time to af- 
ford any clear-cut cases of sudden 
death or even serious injury result- 
ing from their use, the author says. 
That the situation is not altogether 
hopeless is made apparent by refer- 
ence to a newspaper report of a 
damage suit brought by a woman 
against the makers of a nail polish 
which had caused discoloration and 
decay of the nails. 

The chapter on paints sounds a 
note of caution against the use of 
so-called “indelible lipsticks.” Not 
all products so described are dan- 
gerous, the book says, but some 
dangerous practices have been em- 
ployed in the manufacture of long- 
lasting lipstick which should warn 
consumers to be on their guard. 
Some 10 or 12 advertised lipsticks 
are recommended as wholesome. 


Plenty of Hot Stuff 


Miss Phillips reserves special in- 
dignation for eyelash and eyebrow 
dyes, calling on all to witness the 
criminal indifference of federal, state 
and city authorities where these 
preparations are concerned. 

“Eyebrow and eyelash dyes and 
other eye preparations one would 
better avoid altogether,” she tells 
her readers. “The effect is garish 
at best. 

“The risks involved in use of 
dangerous eye color run all the way 
from eye irritation to total loss of 
sight. Even if you have been lucky 
up to the present time, don’t take 
any more chances.” 

Astringents arouse much the same 
emotion in the author. Their manu- 
facturers are charged with the 


BACK TO BREAD 


Frankly We Are Not | 


Doctor | 


Druggist 


A great deal of recent Bakery Advertising 

would suggest to the layman that some 

bakers have deserted their field for the two 
listed above. 


May We Suggest 


If You Have Rickets 
See Your Doctor 


If You Are Badly Constipated 
Good Old-Fashioned Castor Oil Is as 
Potent as Ever 


Your Druggist Has It | 


But If You Want Fine 
Wholesome Bread 
Buy 


We Stick to the Baking Business 
MacGREGOR BAKING CO. 


Annoyed by announcements of 
rivals that their bread was now 
good for constipation and other 
ailments, this Tampa bakery 
bought space in local dailies last 
week to report that it was "'stick- 
ing to the bakery business." 


double crime of assaulting the 
pocket book and the epidermis of 
their dupes. 

The astringent 
Dorothy Gray which retails at 85 
cents contains ingredients worth 
one cent, while that of Helena Ru- 
binstein, which costs the consumer 
$1, has an intrinsic value of one 
cent, Miss Phillips avers. 

The chapter on the care of the 
hair discloses formulas with consid- 
erable effectiveness, digressing here 
and there to comment on the harm 
which might be caused by various 
ingredients. Highly unfavorable 
medical opinion with respect to sev- 
eral hair dyes is quoted and the 
magazines which carry copy on 
these products are noted. 

While on the subject of deodor- 
ants, Miss Phillips predicts the 
public will shortly be thoroughly 
frightened by some. enterprising 
copywriter who has discovered hy- 
perhidrosis (the medical term for 
offensive perspiration). 


preparation of 


Boosts Safety Razors 


She conctudes that, in general, 
deodorants which do not arrest the 
flow of perspiration are safe to use, 
and that the class of products which 


stop perspiration are likely to be 
injurious, the clothing being cor- 
roded by aluminum chloride, even 
though the skin escapes harm. 

Where depilatories are concerned, 
Miss Phillips recommends the safety 
razor, saying the little trouble in- 
volved in its use is preferable to 
occupying a wheel chair or a hos- 
pital bed for the rest of one’s life. 

Some preparations for preventing 
sunburn have value, even though 
they are well-advertised, according 
to “Skin Deep,” although the author 
cannot restrain herself from letting 
fly a shower of barbs at this class 
of products. 

“Avoid quack cure-alls like Absor- 
bine, Jr., which is advertised for 
aching muscles in the winter, sun- 
burn in the summer, and sleepless- 
ness between seasons, not to men- 
tion athlete’s foot,” she advises. 
Some similar products receive the 
same consideration. 

Miss Phillips closes this chapter 
with mention of her suspicion that 
Coney Island and Atlantic City life- 
guards are not entirely disinterested 
in endorsing various remedies for 
sunburn, thereby giving manufac- 
turers an idea they might not have 
thought of. 

Several chapters on the 
lany of special preparations and 
treatments, such as_ rejuvenating 
creams that contain turtle oil and 
hormones and fat remedies, are en- 
livened with reproductions of the 
advertising of products which had 
run afoul of the law, or which had 
been judged responsible for serious 
injury and death. 


miscel- 


Magazines Rapped 


In a long discussion of cosmetic 
advertising, Miss Phillips asserts 
that the confidence in its advertise- 
ments once enjoyed by leading 
women’s magazines has been largely 
dissipated in recent years through 
relaxation of the censorship once 
enforced. She charges each publi- 
eation separately with carrying 
copy of certain products which she 
claims are either pernicious, or 
falsely advertised, or both, such 
products including Listerine, Farr’s 
for Gray Hair, Mary T. Goldman’s 
hair dye, Ambrosia, Zip and Neet. 

For good measure, Miss Phillips 
concludes her treatise on beauty cul- 
ture with a chapter on _ foods, 
wherein critical analyses are made 
of several advertised foods for 
which beautifying effects are 
claimed. The reader is assured that 
these claims are grossly exagger- 
ated, at best. 


Advertising Tax Plan 
Defeated in Montreal 


The proposed five per cent tax on 
advertising in Montreal, Que., has 
been defeated. It was opposed by 
advertising circles generally, as well 
as by newspapers, periodicals, radio 
interests, printing trades, and the re- 
tail trade. 

In its place, the city now proposes 
a fee of $10 for each “no parking” 


sign, which would be assessed 
against the adjoining property or 
business. 


In this day of many 
Codes, we would like 
to register the facts re- 
garding the purely pri- 
vate code of P. & A. 
Here it is: 

If you are now being 
served well by another 
firm in our line, read 
no further. Strength to 
their arm! Live and let 


ELECTROTYPES © NICKELTYPES 


Partridge & Anderson Company 


live and all that sort of 
thing! 

But if there's some 
special service you 
want—some special 
meeting of your needs 
—that you have not 
been getting with the 
regularity which is your 
due—the ‘phone num- 
ber is Harrison 3732. 


© STEREOTYPES ® 


MATRICES 


i Qeaape  ME f singe 5 Aa te tad FRE ITS: ee aes : ee tao NRE ae MNO ek PUR NET RSS OR iui Ree aed ad (eee aa ieee get on AN cee Pea te ay ee Minne te Lia es Y use Mee eae 
, f % - eye : . : aor AL ages falas = 2 e408 a ee bt - : i Em an eae Ny em ere 
; am ? , c ; : : 5 ee 
a : a 
Ee a a PE Lo.” he ROSA lL ee a ” 
, Menge 
Side oe neh 
| 
‘ } | 
i | 
. | Po | 
phi I 
_ H| Fo 
qj | 
| | 
se eteets tS: | | 
Seat y | 
a 3a er | | ‘ 
se age PS 
At ahaa ca 
i ! 
| ee 
> | | 
‘ . 5 
i | | 
‘en ba 
ei ae ¥ | 
ra “year < | 
Sat eases crane tg 
aa Coa SS CF Pe .- * | 
ae =a < - as . i | 
ie ae fe \ oe “ie * = — ) 
: fg Py ff « rts yy 
———s. ia “2 ° -| Ag 
. | f ty Yl Fr, | 
| ee | Mam Aes ee 
BG enapenyS: x pea _ - i . A b VR te Soe “iy , A t | 
EYE soil Waa ee ee 
Bi A Samaeas | ie” 
= ae | | 
i: | po | 
tis | 
} = a — 
| 
} | 
a 
| 
Jao: ali ae 
a ge 
Tr ee 
a | 
Saas ose | 
ees 
Seas ae es: 
a gl 60 ie 
tie 5 ltd 
| = ae Tern _ oe 
a ee Se ¢ ee 2 : Fz j oo i 
oe ae K P % : 5 ue 7 ’ ; ae ee 
raps. ase i rae + ers as S 4 ? : <i + 
aise! (ame 3 oo a x ‘en EC a ¢ = oF 
ee BRA 7 4 - Ce Sie ~ 
LAR ae 7 = be 
ay Avro = x is ¥ 3 Re oe ‘ va 
i , | i a 
‘ :. : i Sy 7 
; a & . 
; j ? ' a? . 
sas iii: —— * a ' 
1 anata mais z : ” OF 
Tne War eae pe. Oe at ee” 6. Se i a an — - ? , % 
a aa is a: re aeaied a 5, 
i ee WR os . m | | 
ez 4 2, 4.4 as e ge | 
. iP; % 
coy oS ee ae — FF “ee if 
oF ope ig 2 ae 6 ¥ a ae 
te et . = 7 : 4 = Bas: £ ~ _ = 
ee ane —s = =—hl( el ors | 
" toe & —_ % ce ee ee y= } 
4 me ere # Z — Se ‘e i ‘ae WF - 4 ‘ —ananaeuuauaunuqeeeeeeSS—S——sesSssSsSsSsSs ooo ——————————————— —= 
‘ ee 5 7 Py coe Fe eal 
feat: a ae Pr ‘ 
i 2 ; F d “Si ee s aaa Wi ’ | 
er © ae BR 8 ab : 
: | Be i ? > xa : Ben. 
ie yea ; “aga se iat . - 
: ” 8 ge ee is | UR OWN PERSONAL CODE 
we s i a ne oo 5 ees 
- : aoe % <j " me r ae 
, ite . 5 a’. as 
, ane ‘ i an ee EoFoa 
r eed at = a eet a ee oe eee 
Aye. AS i ees ae « eae ao 5 + 
oe : As 4 1s. alas vg ae i 
es > = 7) > aaa —- pe US 
we a 4 Pa ae Eo ‘ r 
a ip | ene ; eat? ae 
\ 2 “ Ree i eae 
os = , #! a 'd 
=, * Bs i ‘ Carin ia 
S rae - ——s — , (EEN: 
—= — ra . Z 7 ‘ 
we dravve J é : U r a ; 
et sTAn® og «4 . ; 
: a , ® + 
ae : Me 
& d ‘ oe | 
eee ———OOoOOGGoG—0—0<________ _ — — _ — —_ —_—_—_—_—_—_—_—— = 
; Sere ee ew ee Bre eee IN Pre ae ath pani ema re) 2 eh es ON oar ace a Sea Ee eS egees, Fei aA gp ANNOY A SR RRE RET yg NS SRN eal 
‘ tiene se Pa eee ae PRR ee ee on Pear Ee ES eee to ee ee ee: RM SNC eC kc eee eee ae oo cahe Set &, ph eit ite a a Sa atin Cate. ay OY ee, oe. Wa bites tas rs tee oy 
| Rees rs eae Renan to DR, Pee Oi Rg Oe GR Ae ge em at Re er ge rere per or Gia ec 
re Srigitiogs cee , pees, aves foo kt a ee el ab ae Srey Nk oa Nery tema at GA cc e da |S renee ea i RRL Sr es ed ial UN) RAM BENG? ° Vocal reer s| Th ees ea 
Ope 3 oe eas SiR iek Pgs ey pe gee a GeO me One eM eae «= Sh MS ee eee Te ae eT ae aS: peememec Meee Oy. de eeipberpenmeee yal KA SEC TE Pe as POM Baia 


a Sra ’ «CFF 


| In 1934 Good Housekeeping was 


in dollars 
In 1934, more advertising dollars were spent in Good 
Housekeeping than in any other women’s magazine. 
& 


In 1934, more advertising dollars were spent in 
Good Housekeeping than in any other magazine 
in the world, weekly or monthly, with the single 
exception of The Saturday Evening Pest. 
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How the “six” women’s magazines have 


changed positions in the last ten years | 
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DOLLARS 
1925 26 27 28 29 30 3!i 32 33 1934 
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Of all advertising dollars spent in 
the “six”? women’s magazines 


(16.59, cen LIDS 
ZB W/o cooarscarnicsying in RDA 
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16.5% 23.9% 
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In 1934 Good Housekeeping was 


in pages 


In 1934, and in fact since 1923, 1264 PAGES 
a 1934 


in every year for twelve consecu- 


1 ° 798 774 
tive years, Good Housekeeping 742 


has carried more pages of adver- 


y] 


tising than any of the “six’ 


WH.C. DEL. P.R. 


women’s magazines. G.H. L.H.J. MSC. 


One other magazine with a page size of 
680 lines exceeds Good Housekeeping in 
lineage by the small margin of 352 lines. 
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im pages gatne 
é 
1264 
I 10 
Comparing pages carried in 
798 774 
1934 against pages carried in = 710 ba ) 
1933, Good H keepi 
00 ousekeeping 457 404 
gained more pages than any of 262 255 
the “six” women’s magazines. 
GH. LHJ. MSC. DEL. PR. ; 


After all, a page is a page. If advertisers 
did not believe that a small page in Good 
Housekeeping is at least as effective as a 
large page in another magazine, it would 
be hard to account for this leadership. 
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- 


in every major classification 


Foods—household equipment and supplies—drugs, 


toiletries, and cosmetics—wearing apparel and tex- 
tiles—furniture and furnishings—building materi- 
als—and motor cars are the major classifications of 
advertising in women’s magazines. In each of these 
major classifications, Good Housekeeping is first in 


pages among the “six” women’s magazines. 
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_ in NEWSSTAND gains 
K 
Pause and consider: 
The handicap of a high price. 
en Good Housekeeping’s price of 25¢. 
The 10¢ price of every other magazine in the field. 
a The fact that beginning with May, 1934, every issue has 
shown a gain in newsstand sales over the corresponding ) 


month not only of 1933 but of 1932 as well. 
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in editorial volume 


Among the “six” women’s magazines, Good House- 


keeping consistently publishes the largest volume of 


editorial matter. 


It is the finest available. 


The volume does not fluctuate with the seasons. 


In 1934 
The average was 122 pages 
The maximum was 1237, pages 


The minimum was 120 pages 


The Past 3 Years 
The average was 121 pages 
The maximum was 12324 pages 


The minimum was 119 pages 


The policy of giving the reader her full 
money’s werth--not some months but 
every month--has been an essential fac- 
tor in Good Housekeeping’s success. 
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In 1934 Good Housekeeping was 


first... 


Good Housekeeping always 


produces, always makes 


good, because 


its service 


to the advertiser does not 


stop with the 


production 


and distribution of the mag- 


azine but follows through 


to the sale. 


IT BOILS DOWN 
TO THIS... 


1. 


4. 


Good Housekeeping attracts and holds readers who can and 
do pay 25c per copy for it. 


For 32 years Good Housekeeping has guaranteed all 
its advertising. 


Women know the worth of that guaranty and buy the prod- 
ucts it backs. 


Merchants know that women buy these products and are 
readier to stock and sell them. 


5. Therefore it is profitable to advertise in Good Housekeeping. 
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Unusual four-column Texaco news- 
paper advertisement which ap- 
peared in Florida dailies last week. 


ADVERTISING IN. 
DAILIES UP 10 
FOR PAST YEAR 


New York, Jan. 24.—Advertising 
lineage in newspapers advanced 
about ten per cent in 1934 over 1933, 
an analysis made by ADVERTISING 
AGE of the lineage carried by news- 
papers in the 80 cities measured by 
Media Records, Inc., shows. 

Total advertising, including legal, 
carried by the papers in these 80 
cities during 1934 amounted to l1,- 
665,860,109 lines, as against 1,510,- 
829,662 in 1933. This is a gain of 
155,030,447 lines, or almost 10.3 per 
cent. 

Retail lineage in the newspapers 
of these cities totalled 953,966,935 
lines in 1934, a gain of 101,392,090 
lines, or 12 per cent, over 1933, when 
the total lineage in this classifica- 
tion was 852,574,845. 

General lineage totalled 299,709,- 
628 in 1934, compared with 265,429,- 
659 in 1933. This is a gain of 34,- 
279,969 lines, or about 13 per cent. 

Lineage in the automotive classi- 
fication jumped from 71,545,365 lines 
in 1933 to 99,943,105 lines last year, 
for a gain of 28,397,740 lines or ap- 
proximately 40 per cent. 

Financial, the one “black sheep” 
in the newspaper lineage family, 
showed a decline of 766,242 lines 
during 1934 as compared with 1933. 
In the latter year the papers in the 
cities measured carried 29,638,116 
lines of such advertising, compared 
with 30,404,358 during 1933. The 
percentage loss in this classification 
is roughly 2.4 per cent. 

Classified lineage shared to a 
moderate extent in the general 
gains. In 1934 the total classified 
lineage was 247,598,585, compared 
with 237,708,658 in 1933. This is a 
gain of 9,889,927 lines, or approxi- 
mately 4.2 per cent. 


Alice Joy Is Star 
of New SBS Series 


Alice Joy’s “Radio Revue” pro- 
gram will start a series of weekly 
broadcasts, beginning Feb. 5, over 
ten stations of the Southwest Broad- 
casting System. The program is to 
be sponsored by Universal Mills, 
flour and seed firm of Fort Worth, 
Tex. 

The “Radio Revue” will offer as a 
sidelight the “Southwestern Amateur 
Show,” which Miss Joy will conduct 
in each of ten cities. Ed Lally and 
His Music will tour with Miss Joy. 
Miss Joy is signed for ten weeks. 
The show is scheduled for a year. 

Stations to carry the “Radio Re- 
vue” are KTAT, Fort Worth; KRLD, 
Dallas; WACO, Waco; KTSA, San 
Antonio; KNOW, Austin; KTRH, 
Houston; KGRS, Amarillo; KGKO, 
Wichita Falls; and KFDM, Beau- 
mont, all in Texas; and KWKH, 
Shreveport, La. Tracy-Locke-Dawson, 
Inc., Dallas, is the agency handling 
the show. 


Lasky to KTAB 


Philip G. Lasky, for the past eight 
years secretary of the Intermountain 
Broadcasting Corporation and _ sta- 
tion manager of. KDYL, Salt Lake 
City, has resigned to become general 
manager of KTAB, San Francisco. 
He will assume his new duties Feb. 1. 


Ralph Jones Gets 


Crosley Radio Account 


The Ralph H. Jones Company, Cin- 
cinnati, O., has been appointed to 
handle the advertising, of the radio 
division only, of the Crosley Radio 
Corporation, Cincinnati. 

Advertising of Crosley Shelvadors, 
electric refrigerators, will continue 
to be handled by the Procter & Col- 
lier Company, Cincinnati. 


Elect Willys 


John N. Willys has been elected 
president of the Willys-Overland 
Company, Toledo. He will start work 
at once to take the company out of 
receivership. David R. Wilson, for- 
mer president of the company, will 
continue as co-receiver with Mr. 
Willys. 


Growth of Chain 
Stores in 1930- 
33 Is Revealed 


Washington, D. C., Jan. 24.—Chain 
stores did 25 per cent of the total 
retail business of the country in 
1933, as compared with 20 per cent 
in 1929, the Census Bureau of the 
Department of Commerce has re- 
vealed. 

The report analyzing stores and 
sales in 1933 by types of operation 
is one of a series of summaries of 
the data gathered in the census of 
American business, a CWA project. 
The census included a canvass of 


retail stores in every state, county 
and city in the nation. 

The number of full-time employes 
in independent stores decreased 33.8 
per cent between 1929 and 1933, 
from 2,883,915 to 1,908,401, it was 
found, compared with 17.3 per cent, 
from 829,291 to 685,207, in the chain 
stores. Both independents and chains 
increased their part-time pay rolls, 
the former by 44.5 per cent and the 
latter by 69.9 per cent. The total 
pay roll decreased 48.9 per cent in 
independent stores and 30.8 per cent 
in chains. 

Independents in 1933 paid in 
wages, exclusive of any return for 
services of proprietors, an aggregate 
of $1,987,950,000, or an average of 
more than $38,000,000 per week; the 
pay rolls of chains totaled $795,505,- 


000 or an average of more than 
$15,000,000 per week. 

There were 5,400 more direct-sell- 
ing, house-to-house retailers operat- 
ing in 1933 than in 1929, and their 
sales were reported twice as great 
in dollars as in the pre-depression 
year. The report shewed 40 more 
mail order houses, and about 10,000 
more stores of-other types, includ- 
ing leased departments, cooperatives 
and commissaries. 


Elect G. H. Hartman 


George H. Hartman has been elect- 
ed president of the J. L. Sugden 
Advertising Company, Chicago. Mr. 
Sugden retains the office of treas- 
urer. Other officers’ elected were Ed- 
win Cahn and C. J. @llendorf, as vice- 
presidents, and Frank R. Hartman, 
as secretary. 
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During 1934 Baltimore changed amazingly. A dominant selling force dev: ; an over- 


whelming power that will not be denied. The gains in circulation and lineage, made by the 
News-Post, is an infallible indication that there is A WELCOME CHANGE IN BALTI- 


MORE. 


CIRCULATION 


There is now ONE great daily paper read in 4 
out of every 5 homes in the A. B. C. city zone 
. . . 81 percent of all families. The News-Post’s 
last statement shows an amazing daily average 


of 
193,601 


by far the largest circulation ever attained AND 
MAINTAINED in Baltimore and still gaining. 


Regular Carriers 


Scimurgh eo adromartens bone de got eee 102,075 
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TI goo oe ceca ue ae leeemoeduewe 8,140 
EE cocoa x 54 ond ona bat Saree tens 5,383 
Re os ha ec rentn corte oon 419 
Co Ee ren as ee ee 13,942 
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ADVERTISING 


Media Records figures for 1934 give conclusive 
proof that advertisers welcome the change .. . 
that they now recognize the News-Post as Bal- 
timore’s DECISIVE newspaper and its 193,600 
families as the IMPERATIVE buying group .. . 
thoughtful analysis of the News-Post’s 


Over 3,500,000 Gain 


gives a startlingly clear indication of today’s 
trend in Baltimore. 


1933 1934 Gain 


Retail Display .............. 2,759,746 5,466,194 2,706,448 
General Display ............ 1,116,226 1,330,512 214,286 
Automotive Display ........ 363,703 507,795 144,092 
Financial Display .......... 122,144 150,842 28,698 
TOTAL DISPLAY ...... 4,361,819 7,455,343 3,093,524 
rn ae ee eee 842,132 1,233,095 390,963 
BEE ko vb sartedticrsvecetw 73,065 132,789 59,724 


TOTAL ADVERTISING. .5,277,016 8,821,227 3,544,211 


Equally impressive is the showing made by the BALTIMORE SUNDAY 
AMERICAN ... its circulation of 219,235, the largest in all of the South, 
and its advertising GAIN OF OVER 700,000 lines. Things have CHANGED 


in Baltimore. 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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Open Los Angeles Agency 
Mrs. Henry E. Millar and O. A. 
Steller have opened offices at 512 
Rives-Strong Bldg., Los Angeles, 
under the name of Steller-Millar 
Agency, offering advertising agency 
and publicity service. Mrs. Millar is 
the widow of the late Henry E. Mil- 
lar, who founded the Millar Adver- 
tising Agency in 1921. For the past 
four years Mr. Steller acted as ac- 
count executive fer the agency. 


Start Grayco Campaign 


Marion R. Gray Company, Los An- 
geles, maker of Grayco shirts and 
end-lock ties, is taking a compre- 
hensive schedule including full color 
pages in Esquire for 1935. Advertis- 
ing in cooperation with dealers will 
include use of posters, newspapers, 
and direct mail. 


NEW EVERSHARP 
GAUGE PENCIL 
WINS APPROVAL 


Chicago, Jan. 24.—Advertised as 
“the pencil that almost talks,” the 
new Eversharp pencil which shows 
when lead is low and tells when to 
refill has received an unexpectedly 
hearty welcome from consumers and 
dealers, according to the Wahl Com- 
pany, Chicago. 

The new Red Spot Lead Gauge 


pencil is the feature of the 1935 
pencil and lead deal offered by the 
company. To meet the present de- 
mand for the pencil, the company’s 
plant is running at top capacity. 

Orders for 50,000 pencils are re- 
ceived in a single day, Eversharp 
officials reveal. A _ broadside an- 
nouncement just released brought 
in mail orders from more than 250 
accounts the first day. 

For the past several years, an 
Eversharp pencil and lead deal has 
been offered each spring; each deal 
has been a money-maker for both 
the Wahl Company and the trade, 
and has been more readily accepted 
than its predecessor the previous 
year, according to the company, 
which points to this last fact as an 
indication that dealers can be edu- 


cated to build up their lead busi- 
ness around a deal presented each 
year at the same season. 

Much of the success of the cur- 
rent offer is attributed to the new 
product itself. For some time the 
company has been noticing the pub- 
lic’s increasing interest in gauges 
and measuring instruments, the 
growing number of devices appear- 
ing on automobile dashboards, and 
in its own fountain pen industry, 
the trend toward transparent bar- 
rels and a visible ink supply. 


Tells When to Refill 


Since the time appeared to be 
ripe for introducing the new gauge 
pencil, it was launched this month. 
During the life of the deal, a series 
of advertisements will be run in 


| 
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A double blessing has just fallen on the head of the gentle- 
man you see. He has gained a family at one swoop. And he 
has discovered in Redbook his heart’s desire—a magazine 
that prints a complete book by his favorite authors, free you 
might say, with every copy. This fifty-thousand-word novel 
by Walpole, Hammett, Sir Philip Gibbs, or such, has a self- 
ish motive behind it. It's making Redbook last so long on 


complete in one tssue 


the living room table that advertisements get visited, and 


revisited. It seems you can’t throw away a magazine that’s 
as valuable as a book. And Redbook is read by both sides 
of the family. A penny tells your advertising story to four 


women—and their husbands. A page to 725,000 families is 


only $1,740. Your advertisement is seen more in Redbook. 
REDBOOK the magazine plus a book-length novel 


NO GUESSWORK 


a 


Counter display for the new Ever- 
sharp pencil with the visible lead 


supply 


Collier’s and the Saturday Evening 
Post. 

A little arrow on the top of this 
new pencil directs the user to the 
red spot indicating the length of 
lead in the feed tube. The trans- 
parent barrel enables its user to 
check his reserve lead supply and 
see the working mechanism of the 
pencil. The pencil takes only square 
lead four inches long. 

The merchandise is mounted on 
a colorful, self-selling dispenser. 
Display cards and window streamers 
for window and wall displays, envel- 
ope stuffers, a series of newspaper 
mats and electrotypes are .offered 
free. 


National Biscuit and 
Western Union in Tie-Up 


In connection with the National 
Biscuit Company’s three-hour radio 
program, “Let’s Dance,” the company 
is collaborating with the Western 
Union Telegraph Company in dis- 
tributing 15,000 window posters to 
key branches and stores throughout 
the country. 

The headline of the poster states, 
“By Western Union the Whole World 
Applauds ‘Let’s Dance.’” Radio- 
grams from ship captains, sent via 
Western Union radio, are reproduced 
in the poster. The poster reminds 
the reader that the program is heard 
each Saturday night over the coast- 
to-coast WEAF-NBC network. 


Evergreen Playground 
Group Plans Campaign 


An initial fund of $30,000 for ad- 
vertising in California newspapers 
has been raised by the newly formed 
Evergreen Playground Association of 
Oregon, Washington, and British 
Columbia. 

Community advertising leaders of 
Seattle, Portland, Tacoma, Belling- 
ham, Victoria, and Vancouver, met 
in Seattle recently to form the new 
association, which takes the place of 
the Puget Sounders and British Co- 
lumbians, Associated. Mayor David 
Leeming of Victoria was elected 
president. 


NEW 
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ATLAS PHOTO COPY CO: 


THREE LOCATIONS $Ta. 4047 
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Wins 


If names are essential, one is “Local Advertiser” . . . his running mate . . . “National 
Advertiser.” Their quarry . . . Buying Power. Hunting ground . . . San Francisco. 
Both have had hard work the past few years, finding Buying Power in paying quantities. From 
all appearances it is now located, definitely. 


In San Francisco, Retail Advertiser and National Advertiser alike have found Buying Power 
concentrated in The Chronicle. 


From a peak in the last half of 1929 through the long, lean years to the last half of 1933, retail 
linage declined one-third. Buyers were fewer . . . advertising appropriations smaller. 
Retailers had to cut space somewhere . . . where it would have the least effect on sales. 


Only 6% of the cuts were applied against The Chronicle; 45% against the second paper; 
34% against the third; 14% against the fourth. 


THEN CAME 1934 


With the 1934 upturn in volume of retail linage, those same retailers re-appraised newspapers 
of San Francisco in the light of improving conditions. With what result? 


49% of the total increase in retail advertising went into The Chronicle; 31% into the second 
paper; 11% into a third; 9% into the fourth. 


What about the National Advertiser in the meantime. 38% of the increase in National Adver- 
tising, 1934 over 1933 went into The Chronicle. 


One pointer might, perhaps, be on a false trail . . . two just can’t be wrong. 
The Chronicle . . . Represented nationally by 
WILLIAMS, LAWRENCE AND CRESMER CO. 
New York Chicago Detroit 
San Francisco Los Angeles 
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Craven & Hedrick 
Get Vodka Account 


Ste. Pierre Smirnoff Fils, Inc., New 
York, has placed its advertising with 
Craven & Hedrick, Inc., New York 
agency. This company, which has 
been making Vodka, Zubrovka and 
cther products in Europe for 120 
years, established a plant at Bethel, 
Conn., a short time ago. 

Some magazine and newspaper 
advertising will be run until a mer- 
chandising program, now being de- 
veloped, is completed. A larger cam- 
paign is expected then. Arthur 
Harris is account executive. 


Form Radio Company 

The Connecticut Broadcasting Com- 
pany has been formed in New Brit- 
ain, Conn., by Arthur Faske and Ed- 
ward R. Mirante. Offices are at 150 
Arch St. 


Ingram’s Dusts 
Off Homer Trim 
In New Effort 


New York, Jan. 24——-Homer Trim 
was being subjected to further in- 
vestigation in several Middle West 
markets this week as Bristol-Myers 
Company revived his case in favor 
of Ingram’s Shaving Cream, “tube or 
jar.” 

Trim, and his “On the Chin” phil- 
osophies, have been 
twice in the past two years. The new 
test involves a number of weekly 
newspapers. A year ago last fall, he 
was tried in newspapers and during 
the past year the genial character 


put on trial|° 


had a magazine workout in the 
pages of News-Week. 

Trim reappeared in 70-line copy. 
No snob, he was found ballooning 
over a hot dog and a cup of coffee: 
“if all the hungry husbands in the 
world were placed side by side, 
they’d still reach across the table!” 
And then came the text, “reach for 
a tube or jar of Ingram’s shaving 
cream and enjoy a cooler shave— 
with no burn or after-sting. All drug 
stores.” 


Scott Joins Baxter 


Harold W. Scott has resigned as 
account executive in the Kansas 
City, Mo., office of Ferry-Hanly Ad- 
vertising Company, Inc., to become 
associated with the Baxter Advertis- 
ing Company, of that city, in the 
same capacity. 


Evidence 


KNX 


Pleads 
Guilty! 


NBC Issues Talent Index 


A descriptive catalog of NBC radio 
artists has been prepared for broad- 
cast advertisers by the NBC Artists 
Service. The portfolio is divided into 
nine major classifications of talent 
types, indicated by tabbed index 
sheets. The artist’s or group’s talent 
ability, sales possibilities, and pre- 
vious and current programs on which 
the artists have appeared, are de- 
scribed. 


Greene Leaves Gibson 

Howard S. Greene has resigned as 
advertising and publicity manager of 
the Hotel Gibson, Cincinnati, O. He 
had previously served as publicity 
and promotion manager of the Cin- 
cinnati Chamber of Commerce, and 
with Ralph Hitz, of the Hotel New 
Yorker, New York City. 


40.000 Consumers 
Tell You About the Outstanding Effectiveness of KNX 


Agencies and advertisers who have used 
KNX have told us and we have told others 
that “mail response proves KNX _ pulling 
power in 11 western states,” “KNX gives 


coverage of the entire Pacific Coast at 


lowest cost,” “ 


coast coverage at the cost of 


a ‘local’ broadcast,” “lowest milline radio 


buy,” ete. 


But now you don’t have to take their word 
for it, nor ours. The voice of 40,000 con- 
sumers is concisely reflected in a booklet 
which is yours for the asking. It’s just off 
the press——send the coupon today. 
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“THE VOICE OF HOLLYWOOD”—Speaking with 50,000 Watts on National Cleared Channel 


SAN FRANCISCO OFFICE 
Lindsey Spight 
485 California St. 
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FREE Booklet! Send Coupon 


To Nearest KNX Office... 


_ GENTLEMEN: 
| 


NAME 
ADDRESS _ 
| CITY__ 


40,000 is a lot of consumers. I am interested 
in any analysis of their response to KNX. 
Send me your FREE booklet. 


>; — 


Hollywood, California 
GREIG, BLAIR & SPIGHT., Inc., Representatives 


CHICAGO OFFICE 
John Blair 
520 North Michigan Ave. 


DETROIT OFFICE 


J. Curtis Willson 
New Center Bldg. 


NEW YORK OFFICE 


Humboldt J. Greig 
342 Madison Ave. 


DRIVE BEGUN ON 
NEW CALUMET CAN 


(Picture on Page 31) 

New York, Jan. 24.—In an exten- 
sive newspaper campaign, conducted 
on a coast to coast basis, General 
Foods Corporation will feature a 
new can designed for Calumet bak- 
ing powder. In a few sections, the 
newspaper advertisements have 
started. 

Window posters and counter dis- 
plays holding one or more of the 
new cans have been prepared to help 
grocers present the packaging im- 
provement. Grocers who have ex- 
perimented with the new package 
on shelf, counter and in windows 
report that it “fairly stands up and 
talks.” The housewife’s reaction is 
also reported as favorable, and even 
several husbands have written to 
General Foods praising the move. 

The general design follows that 
of the old can, but the color scheme 
has been changed to an all-over red 
background with white lettering, 
lithographed direct on the can. 
Further visibility as well as con- 
trast is obtained through the lid, 
which is white with red lettering. 
Chief Calumet, 40-year-old trade~ 
mark, continues to have a position 
in the center of the can. 

The can opens and closes with a 
quarter turn of the lid. Beneath this 
is a heavy paper, airtight inner seal 
which keeps the contents fresh and 
prevents spilling when the can is 
open. Part of the top is cut away 
along a dotted line, leaving an edge 
used to level off an accurate spoon- 
ful. 

Included in the newspaper plans 
are 150-line insertions weekly in a 
couple of thousand papers in the 
Western Newspaper Union list, dur- 
ing the next 12 weeks. Advertise- 
ments in about 900 daily papers on 
the schedule will run from 66 to 
480 lines. In some sections, the in- 
sertions will be three a week, and 
elsewhere eight during the quarter. 
There is considerable variation in 
the size and frequency of the copy 
in different territories due to the dif- 
ferences in local promotional activ- 
ity placed behind the new package. 


Places Gas Account 


Ketchum, MacLeod & Grove, Inc., 
Pittsburgh agency, has been selected 
by the American Gas Association to 
handle the industrial gas advertising 
of the association’s industrial gas 
section. Space will be taken in na- 
tional technical business papers. 


Joins Bridge-King 
Thomas B. Dowdall, formerly in 
the service department of Retail 
Ledger, has joined the Harry P. 
Bridge-Lansford F. King advertising 
agency, Philadelphia, in charge of 
production. 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


Tanna 2cvectsies 


Booklet ‘‘ Brass Knuckles,’’ Free to Executives 
ATiantic 1290 


319 Fifth Ave., Pittsburgh, Pa. 


OUR CUSTOMERS 


STICK ... 
e PHOTOSTATS . 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York For All Branches 


Cleveland: Main 9335 


{State 6013-4 
)State 5980-1 


Chicago 
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January 26, 1935 


ADVERTISING AGE al 


Now in progress! — 


AMERICA’S FIRST BATHROOM and 


DRESSING TABLE INVENTORY 
of Drug, Sundry and Cosmetic Products 


Photo courtesy of “Advertising and Selling.”’ 


More than 200 manufacturers of Drugs, Sundries 
and Cosmetics have contributed advice in the 
preparation of the questionnaire and survey pro- 
cedure. Pictured here is a council meeting of im- 
portant agency research directors in Hotel Wal- 
dorf-Astoria, December 12, 1934. Among those in 
attendance were: Victor Pelz and R. H. Leding of 
Lord & Thomas; H. L. Douglas, Erwin, Wasey & 
Co.; F. C. Coutant, Pedlar & Ryan, Inc.; J. J. 
Flanagan, Geyer-Cornell Co.; George Gallup and 
George Sewall, Young & Rubicam, Inc.; R. N. 
King, Batten, Barton, Durstine & Osborn, Inc.; 
J. N. Wallace, N. W. Ayer & Son, Inc.; Lyman C. 
Chalkley, Benton & Bowles, Inc.; F. S. Newberry, 
Jr., Ruthrauff & Ryan, Inc.; L. D. H. Weld, Me- 
Cann-Erickson, Inc.; Herbert Steele, Eastern Man- 
ager, National Advertising Department Scripps- 
Howard Newspapers; Harry A. Casey, Promotion 
Manager, the Scripps-Howard Newspapers; F. N. 
McGehee, National Advertising Manager, The 
Cleveland Press. 


‘ws month five thousand, four hundred Cleveland housewives are 


listing on a printed report form, supplied by the Cleveland Parent-. 


Teachers Association, every proprietary medicine—every drug sundry— 
every shaving accessory—toilet requisite—dental aid—and every 


cosmetic product to be found in their homes. 


In addition, they are reporting for each item (1) where they purchased 
it (2) what they paid for it (3) who in the family uses it, and (4) 


whether their doctor prescribed it. 


This is the first comprehensive study of consumer habit in the 
purchase of drug and cosmetic products ever conducted in a 


metropolitan market. 


The results are to be tabulated by the International Business Machines 
Corporation and a report will be ready for interested manufacturers 


and advertising agents on or about March 15. 


If you should like to see the completed report or a description of the 
novel method through which the data are being obtained, write the 


National Advertising Department. 


The Cleveland Press 


A Scripps-Howard Newspaper 


MEMBER OF THE UNITED 

PRESS...OF THE AUDIT 

BUREAU OF CIRCULATIONS, 
and of 

MEDIA RECORDS, ING. 


NATIONAL ADVERTISING 

DEPARTMENT OF 

SCRIPPS-HOWARD 
NEWSPAPERS 

230 PARK AVENUE, N.Y.C. 


CHICAGO SAN FRANCISCO LOS ANGELES DALLAS DETROIT PHILADELPHIA ATLANTA 
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ADVERTISING AGE 


tae 


January 26, 1935 


Information 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 693. A Study of the Relative 
Effectiveness of Major Advertising 
Media. 


This NBC booklet reports findings 
of a study for NBC among 2,518 drug- 
gists, grocers, and gasoline dealers 
on their preferences among types of 
advertising mediums for comparing 
advertising of the products they han- 
dle. Conducted by the Psychological 
Corporation. 


No. 694. Jowa Drug Directory, Re- 
tail and Wholesale. 


This is a handy listing by county 
and town of Iowa drug stores and 
drug wholesale houses, prepared by 
the Des Moines Register & Tribune. 
Figures showing percentage of cov- 
erage by the’ newspaper, daily and 
Sunday, in each county, and in the 
territory of each Iowa wholesale 
drug house, are presented. 


No. 695. Wake Up and Smile! 


In November, 1934, a new NBC sus- 
taining program featuring B. A. 
Rolfe was inaugurated. Listeners’ 
reactions to the early morning mu- 
sical series are described in this NBC 
brochure. 


No. 696. 
tomers. 


Compiled by the Northwest Daily 
Press Association, this booklet offers 
market data regarding buying areas 
in the important Northwest market 
covering Minnesota, North and South 
Dakota, upper Iowa, northern and 
western Wisconsin, and upper Mich- 
igan, reached through 43 dailies. 


No. 697. Iowa Grocery Directory, 
Retail and Wholesale. 


This Des Moines Register & Trib- 
une guide lists 6,620 Iowa grocery 
stores by counties and towns, tells 
the circulation of the newspaper in 
each Iowa county, and furnishes 
other facts of interest to sales and 
advertising managers. 


Sell. These 3,000,000 Cus- 


No. 698. On the Way—Where and to 
Whom. 


This is an analysis of the Milwau- 
kee Journal’s distribution of circula- 
tion by towns, cities, counties, zones 
and states. It includes a survey of 
newspaper coverage of homes. and 
buying power in greater Milwaukee. 


No. 699. A New Slant on Boston. 


Eastern Advertising Company, Bos- 
ton, tells how use of car card adver- 
tising can increase sales in Boston. 
Advertisers employing car cards in 
that city are listed in an attractive 
presentation. 


No. 688. What’s New in Advertising. 


How direct mail “supplements and 
nourishes all other kinds of pub- 
licity, besides standing on its own 
feet as a selling aid” is set forth 
in this pamphlet by Finch & McCul- 
lough, printers, binders, and publish- 
ers. A helpful chart to aid the ad- 
vertiser in analyzing merchandise, 
message, and objectives is provided. 


No. 548. For Modern Business ... 
Printers . . . Lithographers. 


A very well prepared portfolio 
showing the various mill brand 
papers of International Paper Com- 
pany. Especially interesting be- 
cause it contains a wide variety of 
printed specimens, together with a 
number of suggestions of value to 
printers, advertisers, etc. 


No. 643. Power of Premiums as a 
Sales-Producing Force. 


An essay by E. W. Porter of Pre- 
mium Service Company covering the 
place of premiums in the advertising 
field, their use and application, in 
thorough-going fashion. Contains 
much valuable information for all 
users and prospective users of this 
form of merchandising aid. 


Resort Names Shaw-Betts 

Shaw-Betts, Inc., Denver, Colo., ad- 
vertising agency, has been selected 
to handle the national advertising 
account of Troutdale-in-the-Pines, 
mountain resort near Denver. East- 
ern and Southern newspapers will be 
used for the 1935 season. 


Neil McIntosh Dead 
Neil McIntosh, 52, Chicago man- 
ager for the Periodical Publishers’ 
Service Bureau, died Jan. 22 of a 
heart attack. Mr. McIntosh is sur- 
vived by his widow and two children. 


KTUL Appoints 
Station KTUL, Tulsa, Okla., owned 
and operated by the Tulsa Broad- 
casting Company, has appointed Free 


& Sleininger, Inc., as national repre- 
sentative. 


Carter’s New 
Bottles Lift 
Sales of Inks 


Boston, Mass., Jan. 24.—The im- 
portance of packaging in the promo- 
tion of a product was emphasized 
by Allen M. Cate, advertising man- 
ager of Carter’s Ink Company, Cam- 
bridge, in a review of his company’s 
advertising written for the bulletin 
of the Boston Advertising Club. 

Carter observed the trend toward 
tinted and bordered stationery for 
social correspondence, and accord- 
ingly developed four inks of entirely 
new hues, Mr. Cate points out. 


These inks, differing from the usual 
inks both in chemical composition 
and appearance, were called “jewel” 
inks, and were put up in a specially 
designed “jewel case.” The success 
of this move was instantaneous. 

On the basis of this success, styl- 
ing was introduced to the company’s 
25-cent ink line. A new package, the 
Inkwell bottle, was developed, and 
increased 25-cent ink sales six-fold 
within the short period of six 
months. 

The Inkwell bottle has a wide 
mouth to enable easy and quick fill- 
ing of fountain pens, or dipping of 
steel pens, and has a screw cap to 
prevent evaporation and leakage. 
Black glass is another feature of 
the package. 

Next the ten-cent bottle was re- 


designed to present as different an 
appearance as possible from the 25- 
cent line. This bottle possessed most 
of the features of the 25-cent line, 
with the exception of the “de luxe” 
appearance. The new ten-cent line 
was called Carter’s Cubes, and was 
an outstanding success from the 
start. 

Carter’s travel ink, placed in a 
special container for use by travel- 
ers, Was introduced next. The new 
container is a glass bottle of gen- 
erous capacity cemented into a pli- 
able black rubber case. The top of 
the container has double threads, 
one of which is for an inner double 
shell cap and the other for the top 
part of the rubber case. The double 
seal prevents leakage and the rub- 
ber casing guards against breakage. 


The Iron Age 
Hardware Age 


Address CHILTON PUBLICATIONS as Follows: 


Dry Goods Economist 
Dry Goods Economist Directories 


The Jewelers’ Circular-Keystone 


The Optical Journal & Review of Optometry 


239 West 39th Street, New York City 


Boot and Shoe Recorder 


Distribution & Warehousing* 
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Gulf Refining Will 
Start New Air Series 


Charles Winninger, the original 
“Captain Andy” of the stage hit, 
“Show Boat,” has been engaged to 
star in a new cycle of the “Gulf 
Headliners” variety programs spon- 
sored by the Gulf Refining Company, 
Pittsburgh, starting Feb. 3. The new 
series will be heard each Sunday 
from 7:30 to 8 p. m., EST, over the 
WABC-Columbia network. 


The musical performers whose spe- 
cialties he will introduce include 
Frank Parker, tenor; the Revelers, 
male quartet; the Pickens Sisters, 
harmony trio; and Frank Tours and 
his orchestra. Will Rogers, who con- 
cludes his current appearances in the 
series Feb. 3, will return to the pro- 
gram after the completion of the 
variety series. 


Queries Trend 
In Advertising 
Of Men’s Wear 


Chicago, Jan. 24.—Whether manu- 
facturers of men’s clothing and fur- 
nishings have not gone too far in 
the diversion of advertising dollars 
for dealer helps was the question 
raised by Alfred J. Silberstein, head 
of the New York agency of that 
name, before the convention of the 
National Association of Retail Cloth- 
iers and Furnishers here yesterday. 

“The great bulk of advertising and 
promotion money spent by producers 
in this industry goes into this pro- 


gram of helping the re-sale,” said Mr. 
Silberstein. 

“Even where sizable appropria- 
tions are made for national advertis- 
ing on branded products, these ex- 
penditures are small compared with 
the allotment made to support the 
retail merchant more directly. 


“Many manufacturers in the cloth- 
ing industry who were formerly 
classified as national advertisers are 
today spending all of their publicity 
dollars in helping the re-sale at the 
merchant’s store. 

“There is periodical analysis 
among manufacturers into the wis- 
dom of such investments and such 
an inquiry is going on right now 
in the minds of many. The proper 
balance should be struck so that co- 
operative efforts develop in the fu- 


ture along lines of sound and sub- 
stantial progress.” 


Gets Hatchery Account 


D’Evelyn & Wadsworth, Inc., San 
Francisco advertising agency, has 
been appointed to handle the adver- 
tising of the Max Kortum Flock-Tops 
Group Hatchery, Petaluma, Cal. Mr. 
Kortum has organized the Petaluma 
Cooperative Breeders Group, com- 
prised of leading poultrymen. The 
enterprise is introducing a new 
method of selective breeding of poul- 
try. 


Florists Name Agency 

The Florists’ Telegraph Delivery 
Association, with headquarters in 
Detroit, has reappointed Brooke, 
Smith & French, Inc., Detroit, to han- 
dle its advertising account. 


Lour Shelts 


With 
CHILTON Publications 


The selective circulations of Chilton Publications permit you pre- 


cisely to pick your advertising shots. 


Automatically eliminating waste, they group your customers 


where they are easy and economical to reach . . where they are 


accustomed to turn with buying in mind. where they are easiest 


to sell. 


Chilton Publications “flush” your prospects. You pick your 


shots. 


Dry Goods and 
Department Stores 


CHILTON PUBLICATIONS 


Blanket the Following Fields 


Hardware 


Shoes, Leather 


and Hosiery 


Jewelry 


CHILTON 


Metals and Machinery 


Optical Insurance 
Automotive 
Warehousing Exports 


COMPANY 


(INCORPORATED) 
Philadelphia — New York 


Toys and Bicycles 


Automobile Trade Journal Chilton Automotive 
Buyer’s Guide 
The Spectator 


Chestnut & 56th Sts., Philadelphia, Pa. 


Commercial Car Journal 


Automotive Industries 


Address CHILTON PUBLICATIONS as Follows: 


742 Market St., 
San Francisco, Calif. 


Toy World & Bicycle World 


Where-to-Buy in Chicago 
300 W. Adams St., 
Chicago, Iil. 


* Associated Ownership 


The American Automobile* 
Overseas Edition) 
El Automovil Americano* 


Ingenieria 
Internacional* 
El Farmaceutico* 


330 W. 42nd St., New York City 


WOMEN VOTE ON 
MOST POPULAR 
HOME DEVICES 


List Electrical Devices 
They'll Buy Next 


New York, Jan. 24.—Asked to 
name the five most essential house- 
hold electrical appliances, a group 
of 1,017 housewives in New Jersey 
picked the electric flatiron, the home 
radio set, the floor-type vacuum 
cleaner, the electric refrigerator and 
the clothes washing machine. 
Editorial investigators from Mc- 
Call’s Magazine recently conducted 
the appliance survey through ques- 
tionnaires distributed at 13 home 
making lecture classes in nine New 
Jersey communities which the house- 
wives were attending. 

The appliances ranking next in im- 
portance, the housewives voted, are 
the electric toaster, electric clock, 
sewing machine, coffee percolator 
and kitchen food mixer. 

A total of 847 of the entire group 
voted for the appliance they would 
buy next. The appliances which re- 
ceived a dozen or more votes are: 
refrigerator, 231 votes; mixer, 160; 
washing machine, 136; sewing ma- 
chine, 59; ironing machine, 56; floor- 
type vacuum eleaner, 34; range, 31; 
dishwasher, 20; waffle iron, 19; and 
electric clock, 12. 

A total of 8,882 electrical appli- 
ances, or an average of 8.73 appli- 
ances per home, are owned by the 
group, the survey showed. Only 222 
of the electrical appliances in their 
homes, or 2.5 per cent, were not in 
use. 

The most frequent reason given 
for not using an idle appliance was 
“out of repair.” Other causes for 
not operating appliances that had 
already been bought were given as 
“not needed,” “‘too expensive to run,” 
“too much trouble,” “superseded by 
other devices,” “no convenient out- 
let,” etc. Most significant was the 
diselosure that of the appliances 
owned but not in use, almost 30 per 
cent were out of repair. 

Owned But Not Used 

Heating or table-type electrical ap- 
pliances were found most often 
among the appliances that are owned 
but not used. The ten appliances 
most frequently mentiened by the 
New Jersey housewives to the maga- 
zine representatives as being owned 
but not used, were radiant heater, 
percolator, waffle iron, fan, cleaner, 
washer, toaster, radio set, clock and 
grill. 
Appliances owned ranked in order: 
iron, 96.5 per cent; radio, 95.6; floor- 
type vacuum cleaner, 76; toaster, 73; 
clocks, 53.5; waffle iron, 51; refrig- 
erator, 44.2; washing machine, 41; 
percolator, 39.1; fan, 35.1; sewing 
machine, 31.9; 

Heater, 30.2; sandwich toaster, 
30.2; heating pad, 29; hand vacuum 
cleaner, 22.6; mixer, 20.1; grill, 17.7; 
sun lamp, 14.1; juice extractor, 13.7; 
coffee maker, 12; hair dryer, 11.7; 
range, 8.1; ironer, 7.9; hot plate, 6; 
ventilating fan, 4.5; egg cooker, 4.3; 
roaster, 2.9; dish washer, 1.3; curl- 
ing iron, (not listed in question- 
naire), 0.4. 

“The percentages of homes owning 
the various electrical appliances dif- 
fer from national averages,” editors 
of McCall’s point out. “This is log- 
ical, due to the special interests of 
women who attend home economics 
classes. The percentages given above 
are also a reflection of special appli- 
ance selling drives and local condi- 
tions in New Jersey.” 


Dant to Kastor 
W. W. Dant Distilling Co., Louis- 
ville, Ky., has placed its advertising 
with H. W. Kastor & Sons Advertis- 
ing Company, Chicago, which has 
launched an extensive newspaper 
campaign. 


Leaves Radio Rep 


H. J. Greig has withdrawn from 


Grieg, Blair & Spight, Inc., Chicago, 
radio representative. 
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British Journal 
ApprovesA.N.A. 


Agency Analysis 


London, England, Jan. 15.—Com- 
menting on the Albert E. Haase re- 
port to the American Association of 
National Advertisers on the topic of 
advertising agency compensation, 
Advertising World in its current is- 
sue asserts that the association’s 
findings “must be regarded as con- 
clusive, both by the agents and by 
newspaper proprietors,” since the 
study was sponsored by advertisers 
themselves. 

“The points of fact established 
are: (1) the advertising agent is 
agent of the advertiser only; (2) ad- 
vertiser pays the agency; (3) agents 
set the present rate of compensation; 
(4) the fault of the commission sys- 
tem is its seeming rigidity; (5) the 
system has been modified in actual 
business practice; (6) advertiser is 
free to make any terms he wishes 
with the advertising agent,” the pub- 
lication declares. 


Ends Old Issue 


“And that, of course, establishes 
that the practice of cut commissions 
is an affair entirely between agent 
and client and has nothing to do 
with newspaper. The opposite con- 
clusion to that of the N. P. A. agree- 
ment. Further, advertising is a com- 
modity to be bought and sold just 
like any other form of merchandise.” 

Nothing “retrograde” is indicated 
by either of those two suggestions, 
Advertising World finds, further as- 
serting that the report clears up 
“much of the flim-flam which has 
obscured the main issues in this 
country, for so long. 

“It shows that the gradual shift 
of the advertising agents’ loyalty 
from the newspaper proprietors’ 
cause to that of the advertisers’ must 
now be regarded as complete.” 


Campbell-Ewald, Ltd., 
Succeeded by MacLaren 


Campbell-Ewald, Ltd., Canadian af- 
filiate of Campbell-Ewald Company, 
with head offices at 372 Bay St., 
Toronto, has been reorganized as 
the MacLaren Advertising Company, 
Ltd. The staff and list of accounts 
of the agency remains unchanged, 
and on international accounts it will 
maintain an affiliation with Camp- 
bell-Ewald Company. 

J. A. MacLaren is president and 
managing director of the new agency. 
G. W. Hague and E. V. Rechnitzer 
are vice-presidents; I. E. Reynolds is 
treasurer; and Geo. T. Scroggie, sec- 
retary. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


DISPLAYS & 
EXHIBITS 


1160 CHATHAM CT. 
DIVERSEY OI120 
Sn t © A 8 OC 


PHOTO STATS 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York peor All Branches 


Cleveland: Main 9335 


: (State 6013-4 
Chicago State 5980-1 


Getting Personal 


Allyn Mclintire is learning that fame brings tribulation in its 
wake. The avalanche of fan mail which rolled in after his radio 
talk on the Forum of Liberty program included a number of scented 
missives from strange females who said they had been charmed by 
his voice and wanted to make his acquaintance at once. Now Allyn 
must give in or run the risk of losing some customers for Pepperell 
sheets. .. 


Lee Bristol will be heard on this series February 7. He is put- 
ting finishing touches to a talk which will blast the foundations 
from under the economists who pick flaws in the profit system. . 


The first-born of Mr. and Mrs. Arthur Kudner, of River House 
and Queen Anne’s County, Maryland, arrived January 19 at Doctors’ 
Hospital. When not at his office Art haunts the hospital, where 
Mrs. Kudner and his eight-pound boy are doing nicely. . . 

Sturges D. Dorrance, Jr., a junior at Dartmouth and the son of 
the agency man, has been elected managing editor of the Daily Dart- 
mouth. His news editor is Frank K. Kappler, son of Frank J. Kappler, 
assistant publisher of the Long Island Star. . . 


Lucy Park, of Nyack, and James A. (Rene) Clark, president of 
Calkins & Holden, were married January 23 and are leaving Satur- 
day for a two months’ cruise to South America. The best man was 
J. Sherwood Smith, agency associate of the bridegroom... 


Edward C. Boykin, of Marschalk & Pratt, will see his second 
book published about February 22 by Reynal & Hitchcock. It is 
“The Autobiography of George Washington,” and is timed for pub- 
lication on Washington’s birthday, a clever promotion idea in which 
any advertising man could take pride. . . 


“Romance in a Radio Studio” would be a fitting title for the 
real life story in which Mary Marioocra McDermott and John F. 
Roche, both in the publicity department of CBS, are playing the lead- 
ing roles. Miss McDermott, a Bryn Mawr product, left Tide to join 
CBS, while Mr. Roche, who handles institutional publicity, came to 
CBS from Editor & Publisher and the New Yorker. . . 

Howard Trafton, versatile commercial artist and designer, whose 
current address is the New York Hospital, is now almost well after 
nearly a year in Paris and New York hospitals. He moved to France 
two years ago but now plans to resume his old activities in New 
York. .. 


Insisting that advertising is closely related to the engineering 
sciences, Jim McMahon (Gardner) sees nothing strange in the fact 
that he has “conceived” an inexpensive, practical, automatic humidi- 
fier, designed for attachment to the steam home heating system. . 


The slender, pretty, blonde girl with whom Bob Rankin is being 
seen in the better furniture shops is his bride of a few weeks. They 
have taken an apartment at 399 East 52nd and somewhat belated 
wedding announcements are going out this week... 


Walter Frisch, president of Reliance Graphic, is the author of 
“Product Promotion with Premiums, Prizes & Packages,” which will 
be published in the early spring. The book follows the style of a 
legal text... 


A pretty tribute to advertising has been earned by Bill Forbes, 
of Platt-Forbes; Deane Colton, a.m. of Valentine and Company, and 
Palmer Bevis, public relations counsel. Together they constitute the 
committee for the 1918 Yale class dinner, to be held at the Yale 
Club February 9... 


Frederick A. Bradley, Jr., the advertising photographer, hardly 
ever looks at a camera when he leaves the studio but wraps himself 
in his hobby of blue water sailing, in which he indulges at the most 
illogical times. He has made a number of long coastwise trips. Two 
years ago he sailed to England and entered the Fastnet Race to 
Ireland... 


Bill O’Donnell, Ben Duffy’s right-hand man at BBDO, was shiver- 
ing in Chicago’s lake breeze last week and lamenting the fate which 
called him from the balmy atmosphere of Gotham even for a week. . . 


Sam Nelson, advertising director of Fawcett Publications, has 
been laid up following a minor operation, but promises he will be 
back on the job as good as new in a few more days... 

Joe Probst, advertising production manager of the Chek-Chart 
Corporation, Chicago, has joined the great majority. He has accepted 
a commission as colonel on the staff of Gov. Ruby Laffoon of Ken- 
tucky, an act which is expected to put him on bowing terms with 
Col. Mae West... 

Mrs. Gladys S. Craig, a columnist for the Indianapolis Times and 
a member of the advertising staff of the William H. Block Company, 
department store, was married recently to Gilbert J. Hurty, presi- 
dent of Hurty-Peck & Co., Indianapolis. . . 


L. C. Monroe, advertising manager of Welding Engineer, spoke 
at the seventh welding conference under the auspices of Iowa State 
College at Ames January 23. .. Another Chicagoan who chose sub- 
zero weather for a journey into Iowa was John Sweet, Trafic World, 
who addressed the Des Moines Advertising Club January 22... 


Nan M. Collins, president of the Philadelphia Club of Advertis- 
ing Women, wired her congratulations to the club’s honorary mem- 
ber, Amelia Earhart, following her solo flight to California from Ha- 
waii. Amelia made good on her advertising connection by timing the 
the flight perfectly from the publicity angle. . . 

Jack Lewis, Needham, Louis & Brorby partner, is back at his 
office on Boulmich after a two weeks’ trip to the Pacific coast. . . 


John Dean, western advertising manager for the Brooklyn Eagle, 
went. to headquarters recently, ostensibly to help get out a couple 
of hig auto show issues. Dame Rumor, however, has it that the real 
purpose of the trip was to induce an eastern belle to set the wedding 
day... 

Thomas M. Corpe, advertising manager for Buick, has aspirations 
to live on a farm and raise pure breds. He was born and reared on 
a farm in Canada. . 


One of the finest collections of Americana is housed in the library 
of Preston Ritchie, a. m. of Waukesha Motor Company. The Ritchie 
manor overlooks picturesque rolling country hard by the golf course 
of the Waukesha Country Club... The best collection of contem- 
porary first editions and fine bindings is to be seen in the Evanston 
library of William A. Kittredge, director of design and typography 
for Lakeside Press... 

Paul Ressinger, Chicago industrial designer, writes his speeches 
before he delivers them, forgets them, and then talks about some- 
thing interesting, much to the disgust of the reporters (who got ad- 
vance copies) and the delight of the audience. . 


SHOWS TREND OF NEWSPAPER ADVERTISING 


TREND OF TOTAL NEWSPAPER ADVERTISING 
6 52 CITIES JANUARY 1928 TO DATE r 
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The trend of total and general newspaper advertising in 52 cities 
from the beginning of 1928 through 1934 is shown in these charts, 
prepared by Media Records, Inc. 


Promotional 
Copy Is Off 


In December 


Chicago, Jan. 23.—Promotional ad- 
vertising in the advertising field de- 
clined slightly in December compared 
with the three preceding months, ac- 
cording to an analysis of the lineage 
figures of the six general advertising 
publications, released today. 

The total was 216,958 lines. News- 
paper promotion copy accounted for 
63,308 lines, or 29.1 per cent of the 
total, while magazines published 
53,480 lines, or 24.7 per cent. Both 
of these leading classifications were 
off compared with the preceding 
menth. 

Other classifications were repre- 
sented with the following lineage: 
Business publications, 25,508; adver- 
tising production, 14,840; radio, 12,- 
516; advertising agencies, 11,270; 
paper, 5,544; farm papers, 4,438; out- 
door, 4,004; signs and displays, 3,472. 

The publications whose figures 
were used in the analysis, with their 
December lineage, are as follows: 


Lines 
Advertising Age (w.)....... 102,634 
Advertising & Selling (b.w.) 30,954 
Printers’ Ink Monthly...... 11,018 
Printere®’ TRB CW.) since ccs. 38,066 
Sales Management (b.w)... 18,648 
io Bee 15,638 


Death of J. V. Ewan 


J. Vernon Ewan, 67, president of 
Cc. L. Doughty Advertising Agency, 
Cincinnati, O., died Jan. 19, after a 
long illness. He is survived by his 
widow, a daughter, and two sons. 


Plan New Drive 
On Sal Hepatica 


New York, Jan. 24.—Telling a 
story of double action, a magazine 
campaign will be started by Bristol- 
Myers Company March 10 on Sal 
Hepatica. Benton & Bowles, Inc., is 
in charge. 

This will be the first magazine ad- 
vertising for this product since June, 
1933. It had been well advertised 
in magazines for some eight or more 
years prior to that. 

The theme to be exploited is that 
Sal Hepatica does two things; it 
cleanses the system and it corrects 
acid conditions. The two-way attack 
in magazines, supplementing radio 
advertising which the company has 
been giving Sal Hepatica for some 


jtime, will be waged against colds, 


headaches and constipation. 

Extensive research prior to the 
preparation of the new copy was con- 
ducted in various colleges. The gen- 
eral conclusion was that the ailments 
for which Sal Hepatica is used, par- 
ticularly constipation, are only half 
cured before the acidity is corrected. 
Large photographs, as of heads, will 
illustrate the text. 

Publications on the schedule are 
The American Weekly, Collier’s, Lib- 
erty, the Metropolitan Group and the 
Saturday Evening Post. 


New Dutton Contest 


For the best letter from a book 
critic or reviewer containing sugges- 
tions for the presentation and pro- 
motion of any book on the spring list 
of E. P. Dutton & Co., New York, the 
company is offering a prize of $100. 
The contest closes April 1. 


PHOTOPLAY 


HAS CONSISTENTLY 
CARRIED MORE 
ADVERTISING THAN 
ANY OTHER FILM 
MAGAZINE 
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You'll know that Lejaren a Hiller made such 
and such a costume illustration or such and 
such a dramatization of a historical event. 
And you'll recognize him in powerful character 
studies or spectacular accidents, surgical opera- 
tions, or maybe you'll think of Hiller just 
because some illustration is so fantastically 
unusual that just nobody else in the world 
could have done it! 


Naturally we appreciate the top-notch repu- 
tation that Lejaren a Hiller has for spectacu- 
lar work. 


But frankly most of his work is not of spec- 
tacular subjects. 


The same dramatic instinct, the same innate 
photographic showmanship that has brought 


Hee 


such a tremendous lot of publicity to certain 
of his more spectacular illustrations is evident 
every day in scores and scores of illustrations 
that are never attributed to him at all. 


Lejaren a Hiller’s particular genius for story 
telling in photography sees no oddity in slip- 
ping from ‘battlefields to babies, from hoose- 
gows to housewives. Across his ground glass 
flashes an unbelievably varied parade of dis- 
sociate subjects—and yet he makes them all 
ring true. 


It is logical to an artist of Lejaren a Hiller’s 
stamp that the same subtleties that make a 
spectacular illustration ring true should apply 
to even such a homey illustration as the above. 


It’s a typical Hiller illustration even though 


you may not realize it. Why? Because it tells 
a story! The understanding wife, the enthusi- 
astic reminiscent husband as he calls his 
mother—father—old family friend—it doesn’t 
matter whom. It can’t matter. It’s an adver- 
tisement for N. W. Ayer and Son, for the 
American Telephone and Telegraph Company 
and it has just one thing to say—‘‘a telephone 
call brings you close to those you love, no 
matter where they are.”’ 


We think it says it. Says it in the character- 
istically sincere and powerful way that stamps 
every Hiller illustration regardless of the sub- 
ject. We think any photographic artist so 
versatile as Lejaren a Hiller ought to have a 
chance to use some of his remarkable talent on 
well,—say that next job of yours. 


UNDERWOOD & UNDERWOOD 


242 W. S5th Street, New York 


125 N. Wabash Avenue, Chicago, Ill. 


230 E. Alexandrine Street, Detroit, Mich. 
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MEMORY 
TEASERS 
Who ran Pa vice-pres- 
ident with Al Smith? 


Do you remember Frank 
Stearns? Floyd Collins ? 
Gaston Means ? 


Keep a name on the front page 
continuously and the same thing 
happens that happens when an 
advertiser keeps his advertising 
appearing continuously. While 
it is human to remember when 
we are constantly reminded it 
is equally human to forget when 
there is nothing to help us keep 
alive in our minds an idea, a 
product or whatever it is that 
deserves the spotlight. 


Is so-an-so still in business? 
Have the Emery people added to 
their line? What has happened 
to X company? When did they 
reduce their prices?—questions 
that are being asked somewhere 
every day—questions that come 
up because salesmen cease to 
call or advertising ceases to re- 
mind. 


Who in the business of mak- 
ing things for others to use can 
afford to gamble with the mem- 
ory failure of these users and 
potential users? The cost of al- 
lowing them to forget is mani- 
festly greater than the cost of 
keeping them reminded. 


In the widespread, mobile con- 
struction industry, where a pro- 
ject may last four months or 
four years, requiring engineers 
and contractors to move from 
place to place, it is vitally im- 
portant to keep all buying fac- 
tors informed of changing de- 
signs in machinery and equip- 
ment. We say vitally because 
the bids that win contracts are 
based on the possibilities of sav- 
ings in time and money inherent 
in modern equipment. Equip- 
ment brought out after a long- 
time contract has been started 
often means greater profits to 
the contractor and greater sav- 
ings to the principals than orig- 
inally estimated. 


Yes, indeed, it pays to keep the 
readers of Engineering News- 
Record and Construction Meth- 
ods from overlooking or forget- 
ting your changing products and 
policies. There’s one sure way 
to do it and that is by putting 
advertising to work on a contin- 
uity basis. 


ENGINEERING NEWS-RECORD 


e 
CONSTRUCTION METHODS 
McGraw-Hill Publications 
330 West 42nd Street, New York 


Advertiser and Product 
Acme White Lead & Color 
Lin-X linoleum finish ............. 
A C Spark Plug Co., spark plugs.... 
American Rolling Mill Co., sheet steel 
American Tobacco Co., Lucky Strikes 
Armour & Co, 
I Rc i ie ie eee eke as 
Ee 
Atwater Kent Mfg. Co., radios....... 
See, SG, Oe Bes SO cccccccsses 
Barbasol Company, Barbasol ........ 

, (See also Wasey Products, Inc.) 
Bayer Chemical Co., Bayer’s Aspirin.. 
Beech-Nut Packing Co., Beech-Nut 
i Ue rs oeeeekeaeeds © ke wa ceeks oe 
Bi-so-dol Co., Bi-so-dol .............. 
Pe 2c stp ceedeinnabetaracesec® 
Eagle Brand condensed milk.. 
MOCGON'S GROOES 2 ocscvccccieces 
Bourjois Corp., cosmetics ............ 
A. 8S. Boyle Co., Old English floor wax 
Bristol-Myers Co., Ipana, Sal Hepatica 
Buick Motor Co., Buick motor cars... 
Cadillac Motor Car Co., Cadillac motor 
GUNS oko nccavsdaavada ceeded i benders 
California Packing Corp., coffee, 
CRMBOE GOO 0é6 06590 050444 Ks oer’ 
Campban Germ... ixssissdoeades + be2ss 
DDD Ointment, Dreskin ....... 
eee 
Dreskin Invigorator 
Campbell Soup Co., Campbell soups... 
Carborundum Co., abrasives ......... 
Carleton & Hovey Co., F. John’s medi- 
Ee Din wis KG bso 4we ws Nicaea oo uo 
Carnation Co., evaporated milk ...... 
Centaur Co., Fletcher’s Castoria..... 
Chevrolet Motor Co., Chevrolet motor 
igre eee 
Cities Service Co., gasoline, motor oil 
Climalene Corp., water softener ..... 
Colgate-Palmolive-Peet Co. .......... 
Colgate dental cream .......... 
Ty 5655s eebed sees c 
SS 
Continental Baking Co. .............. 
i y, <c n56g5+%.0-006 0. 66:0's 
0... ore 
Continental Oil Co., Conoco gasoline... 
Corn Products Refining Co............ 
Kre-mel, Karo, Mazola ........ 
MNGE CaO WNW 6o b4 W660 6 5000Ke 
Combination: Kre-mel, Karo, Ma- 
EE LE RG0 ic 0 < 0.00 0.9.00: 640 
Crazy Water Co., Crazy Water Crystals 
Cream of Wheat Corp., Cream of 
EE, GE orn 4 cea teecacn ss e pews 
iy CT Sg rec W cvs csc csccsoess 
Davis baking powder ......... 
CL SEs sn kx's cece oe ics.oha6 
Delaware, Lackawanna & Western 
oo Oe ae en eee 

Emerson Drug Co., Bromo-Seltzer .. 
Eno, Ltd., J. C., Eno fruit salts ...... 
Ex-Lax, Inc., Ex-Lax laxative ....... 
Firestone Tire & Rubber Co., tires.... 
F. W. Fitch Co., Fitch shampoo....... 
J. A. Folger & Co., Folger’s coffee.... 
Ford Motor Co., Ford motor cars... ov 
Frigidaire Corp., refrigerators ....... 
General Baking Co., Bond bread...... 
General Cigar Co., White Owl cigars. 
General Foods Corporation .......... 
G F cooking school............. 
tay 64 01s ah dw 4h 066 wh b.4 0-9 
Diamond Crystal salt .......... 
Grape-Nuts cereal 
REAR iae s Oe Sk die both ox 06 O0'8 
BM PEANCE TAKOS ....ccccsccvecs 
Pee ee 
Maxwell House coffee ......... 
General Household Utilities Co., Gru- 
WOW POP OUNOED caves cc ccevvcscs 
I ere ee 
eee 
RS TOD non csp eew doses 
Pancake flour, Wheaties, Wheat 
Hearts 
IND DOUORE 6.60 6.c0c cede ss 
Wheat Hearts, Sperry Products 
IIE, os Sea 6-0:0:8'9.0.8 6'0:6:4.00 
General Motors Corp., institutional.... 
General Tire & Rubber Co., General 
SS are eee 
Gerber & Co., Inc.. canned vegetables 
Gillette Safety Razor Co., Gillette 
. 2 SAAS Seae yea sere spare 
Gold Dust Corp., Silver Dust......... 
Goodrich Rubber Co., B. F. tires...... 
Great Atlantic & Pacific Tea Co., A. & 
ee EE, 6 a 55 6 06.0 0.60 0.0.0.9: 000.8 
Grove Laboratories .........cscccees 
ee ee 
REE eee peers 
Gulf Refining Co., gasoline. motor oil. 
Health Products Corp. 
Aspergum 
A RE es an ar 
bog ee SS 
Hecker H-O Co., Force & H-O cereals 
Heinz Co., H. J., Heinz 57 Varieties.. 
Hoover Co.. vacuum cleaners ........ 
Hopver, Edna Wallace, cosmetics..... 
Horlick Malted Milk Corp., malted milk 
Household Finance Corp., family loan 


Works, 


ee ee ee ee) 


oy 


a hah OE a eee 
Hudnut Sales Co.. Hudnut cosmetics. 
mudson Moter Car Co. 2... ......ccccccs 


Hudson motor cars ............ 
i ee eee 
Jergens Co., The Andrew ............ 
se @ | ee 
Woodbury’s cosmetics ......... 
WOOGGDGry'’s SOBD <.........6... 
Johns-Manville Corp., roofing ........ 
SE a eee 
Sk ee ore Sees 
I le vive 550.6 60d ke <entin’ 
OE Sa ee 
Kendall Co., Blue Jay corn plaster... 
Kohler Swiss Chocolate Co., P. C. Nes- 
tle’s chocolates ........ es wSaR hae ee 
Kolynos Sales Co., Inc., Kolynos denti- 
ee aR EEE rey rere 
Kraft-Phenix Cheese Corp., cream 
spreads, Philadelphia cream cheese. 
Lady Esther Co., Lady Esther cos- 
PPT TTT eT ePe ere 
Larus & Bro. Co., Edgeworth tobacco. 
Lehn & Fink, Inc., Hinds H. & A. cream 
Lever Bros., Lux toilet soap.......... 
Liggett & Myers Tobacco Co., Chester- 
alia ihe ii i les a aaa iy taipih 0:8, 8b 0:4 % 
Lorillard Co.. P., Old Golds........... 
Macfadden Publications ............. 


1934 1933 
$ 136,506 $ 175,305 
re 
68,058 24,201 
317,559 697,178 
403,543 279,990 
OES es ee 
| eee ee 
eer isneee 
4, ier 
201,882 348,587 
431,407 341,714 
224,478 52,584 
188,102 31,499 
437,780 2228,740 
107,544 29,252 
are 
72,652 148,519 
93,996 38,187 
608,053 *146,979 
73,984 152,589 
65,000 16,560 
196,143 85,814 
470,085 364,849 
ae ee 
Seeeee. “nsense 
oT a eee 
, 8 ae 
61,757 44,721 
66,750 29,756 
324,437 257,957 
282,820 168,213 
342,028 306,357 
385,477 382,131 
69,497 22,769 
1,333,873 406,279 
3 ee 
GEEGee -  wesdes 
454,665 406,279 
178,638 157,121 
ase 
140,778 157,121 
176,433 85,407 
268,860  4337,238 
|.l ae 
| eee 
ee senaed 
282,394 234,127 
124,822 177,949 
367,380 199,046 
83,453 78,654 
283,927 120,392 
89,717 97,134 
LS fare 
309,388 282,354 
249,894 194,088 
415,163 137,062 
176,604 538,488 
73,872 82,581 
©1,191,577 360,000 
111,104 94,685 
101,148 100,063 
227,932 162,327 
1,450,575 71,037,679 
OF ae 
2 frre ee 
13,494 52,926 
376,440 49,665 
132,770 51,214 
rer 
_ i fier 
644,036 571,330 
i are 
901,384 8796,687 
a aa 
8)! re 
| Sere 
254,264 271,590 
i Se 
COTES 
Eee. knees 
203,314 201,366 
oe) eee 
JS ars 
179,168 120,737 
83,929 9,056 
160,552 283,572 
ee =” eaved 
 : eee 
285.353 RTK.ONK 
242.014 137,223 
wae) aa 
171.475 118.556 
7,700 18.667 
161,721 89.494 
161,374 53.069 
120.694 38,949 
iS Se 
$2,882 234,486 
133,261 141,733 
at | eres rs 
268,452 408,906 
jo sie Persad 
)) 2 eee 
529,063 368.980 
144,154 132,007 
eae” wacek 
pF 3, ae Sere 
94,345 47,600 
182,987 52,026 
S| eee 
171,837 52,026 
190,015 332,300 
a See ee 
oo ee 
364,946 231,280 
614,782 289,400 
963,836 544,480 
149,800 297.740 
353.699 56,658 
= A 
1,140,460 653.783 
163,863 393.317 
> 2 a te ee 


| 


an | 


Advertiser and Product 
Liberty 
Pee TGOetIVS) cc cccccoccccerces 
Meme BOOTY cccdcccceccocsscenees 
Marrow Mfg. Co., J. W., 
shampoo 
Metropolitan 
insurance 
Miles Laboratories, Dr., Alka-Selzer.. 
M. J. B. Co., M. J. B. cOMGC...cccccess 
Mohawk Carpet Mills, carpets........ 
Molle Co., Molle shaving cream....... 
Moore & Co., Benjamin, paints....... 
Morris & Co., Ltd. Ine, Philip, 
CIBMPOCLOD 20.0 cacrcccctaveccescesece 
Mueller Co., C. F., macaroni, spa- 
MOEEL ce crccecvecccevecesoceeaascees 
National Sugar Refining Co., 
Prost SUBAF occ sccccccssccccesccves 
Northwestern Yeast Co., Yeastfoam 
CMDISEH cc ccccccccccvcccsesecceseses 
Olds Motor Works, Oldsmobiles ...... 
Pacific Coast Borax Co., 20-Mule Team 
borax 
Packard Motor Car Co., motor cars.. 
Palmer House, hotel .......-e+eeeeees 
PORSOGORE GO. 2 ccccncersccesccvecsccs 
Pepsodent dentifrice, antiseptic, 
I 65.5. b5 bo 00005.60:06 0:00.60 
Junis face Cream.........eseees 
Pet Milk Sales Corporation, Pet milk. 
Philco Radio & Television Corp., Philco 
eT eee yee eee eee 
Philippe, Inc., Louis, Angelus rouge.. 
Phillips Chemical Co., Chas. H 
Dental magnesia ..........++.> 
Milk of magnesia ..........06- 
Pillsbury Flour Mills Co., Pillsbury’s 
flours 
Plough, Inc., St. Joseph aspirin....... 
Pontiac Motor Car Co., Pontiac motor 
cars 
Premier Pabst Sales Co., Blue Ribbon 
ent. MOOD on 5 i 60k 40-06 666804066009 
Prescott Co., J. Is, OxXOl ......ececeeee 
Princess Pat, Ltd., Princess Pat cos- 
WEDUIOR «<n w0006.66 0549009904940 06 60008 


Life Insurance Co., life 


ee 


eee eee eee eereeeeeeseseseeeses 


Procter & Gamble Co. ........-eeeeee 
Camay toilet soap ......-.++-+. 
COED. con chosen nneeecrsnescees 
Dreft soap flakes ..... esse 
BVOC POOR oc cdncesovcscvcseces 
CE Soca c uns d nad babeeeeeeuen 

Quaker Oats Co., Quaker cereals..... 

Ralston Purina CO. ...ccsccccscccsvcecs 
pS 3) rr ere ea 
Ralston’s cereal ........eeeeee% 

RCA Radiotron Co., radio tubes....... 

Real Silk Hosiery Mills, hosiery...... 

Red Star Yeast Products Co., com- 

Pressed yeast ..... eee eceeeevevecss 

Remington Rand, Inc., office equip- 

CORE. 0 bc cans od 855485 Rees ROR OAS 


Reynolds Tobacco Co., R. J., Camels... 
Richfield Oil Co., gasoline, motor oil.. 
Schlitz Brewing Co., beer.........+++. 
Sealed Power Corp., piston rings..... 
Shell Eastern Petroleum Products, 

gasoline, motor Ofl........seccccces 
Shell Oil Co., Gasoline, motor oil...... 
Shell Petroleum Corp., gasoline, motor 

il 


Se. 555.6666 6 WSS UREWE ROH ORE 0s 0 209'9.0 
Smith Brothers, cough drops, syrup.. 
Socony-Vacuum Corp., gasoline, motor 

| err cert CRT Ter Cerne 
Standards Brands, Inc.......-...eeee+- 

Chase & Sanborn coffee........ 
vy ee err re 
Fleischmann’s yeast (for health) 
Fleischmann’s yeast (for baking) 
Royal gelatine .......cccsesceee 
Standard Oil of California, gasoline, 

SE Pere eey ter ee 
Studebaker Sales Corp., Studebaker 

meter Cars, trucks. ...ciscesecsecers 
Sun Oil Co., gasoline, motor oil....... 
Swift & Co: 

Formay shortening ..........-+- 

Moat an@ Putter... .ccscscccces 
Vigoro plant food..........cee- 
Tastyeast, Inc., Tastyeast candy..... 
Texas Co., gasoline, motor oil......... 
Tidewater Oil Sales Corp., gasoline, 
motor oil 
Time, Inc., Time magazine........... 
Underwood Elliott Fisher Co., office 

GUUIDIORE 005.5850 ts sos savesosecees 
Union Central Life Insurance Co., in- 

surance 
U. S. Tobacco Co., Dill’s tobacco..... 
Vick Chemical Co., Vick products.... 
Wander Company, Ovaltine........... 
Ward Baking Co., bread, cake........ 
Warner & Co., Inc., Wm. R 

Sloan’s liniment, Vince......... 
Non-Spi and Vince............. 
Non-Spi 
Warren Corp., Northam Cutex, Odorono 
Wasey Products, InC.....cccsccsscses 

(See also Barbasol Company.) 

Zemo, Kreml, Musterole, Haley’s 

Gah Lhe Meee a bd s+ % 604% 60 
Barbasol, Bost 
Watkins Co., The R. L., Dr. Lyon’s 

TOOTH PNOWEEP 2. cc ccocccesscecccccce 
Welch Grape Juice Co., Welch’s grape 

EE Pear ee ee eee 
Wesson Oil & Snowdrift Sales Co., 

"WOMBOR, TROWOEIE £66046 o ocd tesecss 
Wheatena Cornp., Wheatena cereal.... 
Wrigley Co., Wm., Jr., chewing gum.. 
Wyeth Chemienl CO. owcisccsccccivves 

FXII S MOBS EGPONG. ccccccscvcceve 
(og BO rer re eee 
Jad ealts .....0008 ee eee 


ee 


1Lin-X 
$65,691. 
*None-Such mince meat, $42,492; B 


linoleum finish, $9,614; 


paints and 


Record of Major Network Advertisers Spending 
$50,000 or More During 1934 


1934 1933 
ee 8 =. s one 
Bete 8 = cosess 
261,457 ...-6- 
90,741 5,353 
334,974 442,807 
399,105 54,588 
78,909 65,976 
83,556 ...66. 
208,684 90,384 
61,316 59,324 
282,470 161,046 
104,924 45,737 
60,300 121,631 
211,112 206,046 
120,224 158,347 
223,536 183,511 
S4556 §§ sscove 
58,040 86,111 
1,642,153 1,644,324 
1,421,243 1,644,324 
eee 


179,599 26,418 


446,421 463,695 
93,438 = ..eeee 
526,176 372,342 
349,156 328,174 
177,020 44,168 
502,727 160,293 
313,850 22,328 
235,244 220,397 
273,031 311,925 
66,184 59,677 
133,914 ...e6. 
969,236 292,929 
155,247 —s_s ww eeee 
723,540 = ww eeee 
26,956 ...06- 
180,264 ...... 
534,229 34,940 
76,588 63,487 
163,573 106,786 
75,712 31,332 
87,861 75,454 
68,540 ...... 
300,183 227,293 
143,149 25,998 
67,318 126,286 
687,197 66,094 
166,060 164,888 
151,951 =... we ee 
76,780 103,483 
88,599 86,051 
54,230 = ..eeee 
G5,179 =n ncwee 
367,326 305,402 
114,784 79,063 
83,463 129,224 
1,847,178 1,778,250 
635,129 657,333 
159,636 93,800 
600,359 619,790 
260,372 318,038 
191,682 89,289 
80,660 99,813 
284,818 71,217 
530,774 463,670 
37,660 62,264 
184,611 168,721 
17,030 16,563 
117,528 65,466 
292,734 419,811 
115,441 217,064 
67,443 47,426 
66,538 24,839 
82,037 75,938 
142,604 8,246 
114,751 80,605 
480,451 488,771 
185,367 ...... 
262,056 123,620 
215,217 123,620 
19,815 = woes 
27,5624 .see0- 
Liki) eco oor 
611,412 223,214 
458,506 = n.se5se 
UG2,816 =. ssess 
208,248 167,034 
91,320 33,528 
80,778 38,568 
303.796 233,723 
649,909 619,519 
251,256 173,743 
hi See es 


19,458 23,73 
199,023 150,008 


varnish, 


orden’s evaporated 


milk, $156.996; and Eagle Brand condensed milk, $29,252. 
%Ingram’s shaving cream, $66.963; Ipana, $80.016. 
*Kre-mel, Karo, Mazola, $101,509; Linit, $235,729. 


SFitch shampoo, $35,784; Fitch shavi 
*Ford Motor Co., $426; Ford Dealers, 


ng cream, $2,704. 
$359,574. 


7Food products, $179,329; Post Toasties, $42,587; Postum, 


$90.628. 
SBisquick and Gold Medal flour, 
cereal, $271,590: pancake and waffle fi 


$524,045: Wheaties 
our, $1,052. 


®*Jergen’s Lotion, $132,007; Woodbury’s facial soap and 


powder, $236,973. 
Miracle Whip salad dressing, 
cheese. 
NMalt and beer, $311,925; Pabst-Ett 
2Oxydol, $34,940; Chipso, $57.989. 


BZemo, Tish, and Haley’s M-O. 


Philadelphia cream 


cheese, $2,696. 


1934 SEES NEW 
RECORDS SET BY 
MAJOR NETWORKS 


Standard Brands Heads List 
Of Radio Advertisers 


Chicago, Jan. 24.—All records for 
time sales by the two major net- 
works were smashed in 1934, when 
time sales by NBC and CBS 
amounted to $42,659,461, a gain of 
35.4 per cent over 1933 sales and an 
increase of nine per cent over 1932, 
the previous peak year, ADVERTISING 
Ace’s analysis of National Advertis- 
ing Records’ figures shows. 

In 1933, the networks’ sales had 
slumped to $31,516,298 from $39,106,- 
776 in 1932. 

With the exception of 1933, each 
year has seen a steady growth in 
the total of NBC and CBS sales. In 
1927, NBC sales were $3,760,010. In 
1928, when the’ CBS network was 
established, total sales by NBC and 
CBS were $10,252,497; in 1929, $18,- 
729,571; in 1930, $26,815,746; and in 
1931, $35,791,999. 

The NBC share of the 1934 reve- 
nue melon was $27,833,616, as com- 
pared to $21,452,732 in 1933, and 
$26,504,891 in 1932. CBS time sales 
last year were $14,825,845, as against 
$10,063,566 in 1933 and $12,601,885 
in 1932. Each network in 1934 sur- 
passed previous totals. 

Cause for jubilation in the major 
networks’ offices was also found in 
the figures for December, when time 
sales rose to $4,450,523, or within 
$77,509 of the previous peak month, 
October, 1934, in which CBS and 
NBC sales totalled $4,528,032. De- 
cember sales represent a gain of 
20.4 per cent over sales in Decem- 
ber, 1933, when the total was $3,- 
697,283. 

Drugs Head List 


Advertisers of drugs and toilet 
goods spent more for radio network 
time in 1934 than any other group, 
with appropriations totalling $13,- 
982,287, as compared to $7,966,410, 
in 1933. 

Runners up were the makers of 
foods and food beverages. This 
group expended $11,747,601 for time 
in 1934, and $9,486,025 in 1933. Third 
in amount of appropriation for net- 
work time was the automotive in- 
dustry, which spent $3,772,486 in 
1934 and $2,318,309 in 1933. 

Advertisers of drugs and toilet 
goods, foods and food beverages, 
and automotive products together 
spent a total of $29,502,374, or 44.6 
per cent of the amount all adver- 
tisers spent for NBC and CBS time 
in 1934. 

The amounts spent by the other 
advertising groups in 1934, and in 
1933 were: 

Building materials, $205,811, $79,- 
557; cigars, cigarettes, and tobacco, 
$3,181,988, $2,909,632; clothing and 
dry goods, $338,612, $405,054; confec- 
tionery and soft drinks, $1,187,179, 
$1,227,634; 

Financial and insurance, $611,822, 
$669,495; garden and field, $28,481, 
$18,922; house furniture and furnish- 
ings, $417,065, $400,796; jewelry and 
silverware, $26,787, $24,963; lubri- 
cants and petroleum products, $2,- 
958,799, $3,589,148; 

Machinery, farm equipment, and 
mechanical supplies, $61,757, $44,- 
721; office equipment, $150,315, $151,- 
125; paints and hardware, $212,153, 
$150,984; radios, phonographs, and 
musical instruments, $656,090, $593,- 
455; 

Shoes and leather goods, $39,660, 


$8,743; soaps and housekeepers’ 
supplies, $1,957,116, $1,010,616; sta- 
tionery and publishers, $409,112, 


$198,296; travel and hotels, $84,417, 
$123,786; wines, beers and liquors, 
$466,479, no figures for 1933; mis- 
cellaneous, $163,444, $138,627. 


Pepsodent Second 


Leading all other radio network 
users in 1934 was Standard Brands, 
Inc., which spent $1,847,178 to tell 
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ADVERTISING AGE 


the radio public about its coffee, tea, Cincinnati Advertisers’ 


yeasts and gelatin. In 1933, this com- 
pany expended $1,778,250 for net- 
work advertising. 

The Pepsodent Company was next 
in line, buying $1,642,153 worth of 
radio time, to advertise toothpaste, 
antiseptic, and Junis face cream, as 
compared with $1,644,324 in 1933. 

Third place was taken by General 
Foods Corporation, which paid out 
$1,450,575 to promote its varied 
products, as compared with $1,037,- 
679 in 1933. 

Colgate-Palmolive-Peet Company 
was fourth, having spent $1,333,873. 
Fifth place went to Sterling Prod- 
ucts Corporation, with expenditures 
by subsidiary companies as follows: 
Centaur Company, $282,820, Bayer 
Chemical Company, $431,407, and 
Charles H. Phillips Chemical Com- 
pany, $526,176, a total of $1,240,403 
spent by those three companies. 

Ford Motor Company was sixth, 
with an expenditure of $1,191,577, 
and was followed by General Mo- 
tors Corporation. The G-M adver- 
tising was made up as follows: in- 
stitutional, $67,584; Fisher Body Cor- 
poration, $7,162; Buick Motor Com- 
pany, $73,984; Cadillac Motor Car 
Company, $65,000; Chevrolet Motor 
Company, $342,028; Olds Motor 
Works, $120,224; Pontiac Motor Car 
Company, $235,244; Frigidaire Cor- 
poration, $111,104; AC Spark Plug 
Company, $150,120; a total of $1,- 
172,450. 

Liggett & Myers Tobacco Com- 
pany was in eighth place with an 
expenditure of $1,140,460. The total 
spent by subsidiaries of the Amer- 
ican Home Products Company, which 
took ninth place, was $1,106,548, 
as follows: Bi-so-dol Company, $188,- 
102; A. S. Boyle Company, $93,996; 
R. L. Watkins Company, $208,248; 
Kolynos Sales Company, $364,946; 
and Wyeth Chemical Company, $251,- 
256. 

Tenth place was occupied by Proc- 
ter & Gamble, which spent $969,236 
for network time in 1934. 

Detailed figures on appropriations 
by advertisers spending more than 
$50,000 for network time in 1934 is 
given in the accompanying table, 
which also shows 1933 expenditures. 


Elect Gregory 


F. F. Gregory has been appointed 
vice-president and secretary of Sound 
Pictures, Inc., succeeding F. S. Rob- 
erts, resigned. J. R. McCrory, former 
art director, has been named to suc- 
ceed D. H. Howe as production di- 


rector. R. L. Wentworth has also 
joined the company’s production 
staff. 


Appoint More, Preston 


C. Church More has been appointed 
to the production staff of Faraon Jay 
Moss & Associates, Los Angeles ad- 
vertising counsellors. Fred W. Pres- 
ton has been made office manager. 


My Brains For Sale! 


Or will lease to advertisers who want 
something ‘“‘different’’ and distinctive in 
advertising. IDEAS! IDEAS! That’s what 
I sell—in any form of advertising, but with 
that INSTANTANEOUS APPEAL, Present 
your proposition and I'll present mine. 

“That Fellow Bott’’ 

Leo P. Bott, Jr., 453 Chanin Bldg. 

Phone Lex. 2-6794, New York City 


RAPID’S CELEB) 
SERIES! ayaa 


Mr. Eddie Guest 
might do us an ad. Pardon the 


liberty, Mr. Guest.) 


As we travel life’s way, 
At the close of each day, 
It’s a fine thing to know and to 
ponder 
That Rapid Copy’s right there, 
That they’re fast and they’re square, 
That true hearts of gold beat up 
yonder. 


« 
PHOTOSTATS 


RAPID COPY SERVICE 


Vanderbilt 3-3680 
New York } For all branches 
Cleveland: Main 9335 


State 5977 
Chicago { For all branches 


Dance Honors President 


More than 500 members and guests 
of the Cincinnati Advertisers Club 
attended the club’s annual dinner 
dance, “The President’s Ball,” at the 
Hotel Gibson in that city Jan. 19. 
Myron L. Smith, president, and his 
wife, were honor guests. 

Alex Thomson, Jr., Champion 
Coated Paper Company, was chair- 
man of the event, with R. G. Mc- 
Donald, W. T. Perry Printing Com- 
pany, and Jack Warrington, Spokes- 
a Publishing Company, as assist- 
ants. 


Name Rossi & Hirshson 


Rossi & Hirshson, New Bedford, 
Mass., advertising agency, has been 
appointed to handle advertising of 
the Worthy Products Company of 
that city, a new firm established to 
market Adorno soap. The agency is 
also directing publicity for Smith 
Bros. Brewery, New Bedford. Thomas 
— has joined the agency as 
artist. 


George Booth 
Succeeds Late 


C. M. Greenway 


Detroit, Mich., Jan. 24.—George G. 
Booth, chairman of the board of 
Booth Newspapers, Inc., and a former 
president of the Detroit News, was 
elected president of the Booth group 
at a meeting here yesterday, suc- 
ceeding Charles M. Greenway, who 
died Dec. 1, 1934. 

Warren S. Booth was elected vice- 
president, also filling a vacancy 
caused by the death of B. M. Wyn- 
koop Feb. 12, 1934. Mr. Booth has 
held no title heretofore. a 

A. R. Treanor was re-elected vice- 
president, while James A. Beresford 
was re-elected secretary-treasurer. 

Booth Newspapers, Inc., is pub- 
lisher of a group of Michigan dailies, 
including the Ann Arbor News, Bay 
City Times, Flint Journal, Grand 


Rapids Press, Jackson Citizen-Pa- 
triot, Kalamazoo Gazette, Muskegon 
Chronicle and Saginaw News. 


Doyle, Disney Promoted 


Leo P. Doyle has been appointed 
advertising director of the Cleveland 
News, and Jerry Disney has been 
named local display advertising man- 
ager. Mr. Doyle was formerly local 
display advertising manager and 
Disney was in charge of the men’s 
classification in the advertising de- 
partment of the News. 


Name Moser & Cotins 


Ivanhoe Foods, Inc., Auburn, N. Y., 
maker of Ivanhoe mayonnaise and 
other food products, has appointed 
Moser & Cotins, Inc., New York and 
Utica advertising agency, to direct 
the company’s advertising. 


Name G. W. Ketchledge 


George W. Ketchledge has been ap- 
pointed to direct the New York office 
of Thomson Symon Company, Terre 
Haute, Ind. 


Appoint Heller Service 


Heller Advertising Service, New- 
ark, N. J., has been appointed by the 
Quality Poultry Farms, baby chicks, 
Montville, N. J., and by Rockland 
Chemical Company, Newark, manu- 
facturer of poultry insecticides, to 
handle their advertising. Both com- 
panies will use farm and poultry pub- 
lications. The agency has also been 
appointed by Shaw Blue Print Ma- 
chine Company, Inc., Newark, which 
will use direct mail. 


Has Tapatco Line 

American Pad & Textile Company, 
Chatham, Ont., has appointed the 
New York office of the Ralph H. 
Jones Company to handle advertis- 
ing of Tapatco products. Canadian 
farm journals and trade papers will 
be used. 


Runkel Picks Agency 


Runkel Brothers, Inc., New York, 
has appointed Topping & Lloyd, Inc. 
It is probable that newspapers will 
be used throughout 1935 for Runko. 


The REAL FACTS 


about the 


NEWSPAPER CIRCULATION Situation 


in MILWAUKEE 


The Milwaukee Journal recently published an adver- 
_ tisement about its circulation, giving comparisons with other 
Milwaukee newspapers. This advertisement, however, did 
not give the true facts. 


In this advertisement, referring to its December cir- 
culation, the Milwaukee Journal quotes figures which they 
say “further increases their lead over all the other Milwau- 
kee newspapers.” 


the FACTS... 


The Journal did not increase its lead. As a matter of 
fact, it nearly lost its Sunday lead. On its own published 


Sentinel by 17% 


figures, the Sunday Journal for December, showed a gain 
of 3,395 copies, per issue, over December, 1933, whereas the 
Sunday Sentinel showed a gain of over 26,000 copies per 


issue for that same period over a year ago. 
In December, 1933, the Sunday Journal led the Sunday 


In December, 1934, its lead was reduced to 6%! 


NEW YORK CHICAGO 


On its daily issue, for December, the Milwaukee Jour- 
nal, on its own figures, showed a gain of less than 8% over 
the previous year, whereas the Milwaukee Sentinel, for the 
same month, gained more than 17% over a year ago. 


The Net Paid Circulation of the Milwaukee Sentinel Is Now 


over 100, 
over 180,000 Sunday 


MILWAUKEE SENTINEL 


Fastest Growing Newspaper in Milwaukee 


000 daily 


PAUL BLOCK & ASSOCIATES 


National Advertising Representatives 


PHILADELPHIA BOSTON 


DETROIT 


CINCINNATI 


LOS ANGELES 


SAN FRANCISCO 
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ADVERTISING AGE 


January 26, 1935 


5-Cent Soup 
In Onslaught 
On Manhattan 


(Continued from Page 1, Col. 3) 
the territory immediately south of 
Philadelphia, however. 

Paris & Peart are placing the local 
campaign, in which large space is 
being used in a number of news- 
papers, with radio also being called 
into play. J. B. Bissell is the ac- 
count executive in charge. 

Insertions in the major metro- 
politan dailies will be approximately 
1,500 lines each, which in the sub- 
urban newspapers the copy is run- 
ning about 1,250 lines. Merchandis- 
ing helps include counter and win- 
dow display material, plates for 
dealer advertising, cut-outs, etc. 

The outstanding feature of the 
New York campaign is the fact that 
it offers a standard 10%-ounce can 
for five cents, whereas this size soup 
can has been selling generally at 
seven or eight cents. The five-cent 
price is not unknown for soup, but 
previously it has been used princi- 
Pally as a leader, with only one kind 
of soup being offered at that price. 
The Phillips’ fivecent price applies 
to tomato, vegetable, bean and pea 
soup. 

The first insertion said: ‘“They’re 
here! Phillips delicious Southern 
soups. . . and only five cents a can.” 
It pointed out that these soups have 
been tremendously popular in other 
markets, that the packer has been 
in business more than 30 years, and 
that all the soups are concentrated. 
Comparison with other soups at any 
price was invited. 

Newspapers on the schedule are 
the Bronz Home News, Brooklyn 
Eagle, Jamaica Press, Mamaroneck 
Times, Mt. Vernon Argus, Newark 
News, New Rochelle Standard Star, 
New York Daily News, Journal, Sun, 
and World-Telegram, Peekskill Star, 
Port Chester Item, Tarrytown News, 
White Plains Reporter, and Yonkers 
Herald Statesman. 


Name Quaker City Agency 

Reeve & Mitchell Company, Phila- 
delphia, manufacturer of dairy sup- 
plies, has placed its advertising ac- 
count with the Harry P. Bridge- 
Lansford F. King agency of that city. 
Farm and dairy publications will 
probably be used. 


N.RD.G.A. URGES 
SELF-REGULATION 
OF ADVERTISING 


Wants Code Price Fixing 
Provisions Killed 


New York, Jan. 24.—One of the 
largest groups of retailers in the 
country, the National Retail Dry 
Goods Association, went on record 
in support of self-regulation of busi- 
ness and advertising at the conclu- 
sion of its 24th annual convention 
last week-end. 

The association also adopted a 
lengthy resolution urging the contin- 
uance of legislation embodying the 
general principles of Title 1 of the 
NIRA, but deplored price fixing and 
suggested that a mandatory provi- 
sion against price fixing of any type 
or kind be included in the act gov- 
erning codes of fair competition. At 
the same time, the organization de- 
clared that it “believes thoroughly 
in the value to all industry of loss 
limitation.” 


Code Changes Suggested 


Amendments to the retail code 
were recommended. A definite sug- 
gestion was made to the effect that 
in Article IX on advertising and 
selling, the word “inaccurately” be 
removed from Section I (c), making 
it read: “No retailer shall use ad- 
vertising which lays claims to a pol- 
icy or continuing practice of gener- 
ally underselling competitors.” In 
this form, it was originally approved 
by the proponents of the retail code. 

An organized movement among 
advertisers to obtain a real consumer 
viewpoint was suggested by Joseph 
Appel, executive manager of John 
Wanamaker, New York, as a means 
of regulating advertising. His talk 
was primarily an explanation of the 
consumer relations manager, Wana- 
maker’s being the first store to make 
this man a senior executive, equal 
in status with the merchandise man- 
ager, store manager and controller, 
subject only to the executive man- 
ager and having supervision over 


FAMOUS HOTEL LEXINGTON 


GIVES YOU 
YOUR MONEY 


MOST FOR 
IN NEW YORK 


You will enjoy your visit to 
New York if you stop at the 
Lexington...no matter whether 
you come to a convention, or 
upon some other business...or 
pleasure. 

The Lexington is one of Man- 
hattan’s newest hotels. Natur- 
ally, everything is modern...up- 
to-the-minute...arranged to give 
you the maximum luxury and 
comfort. 

And rates are amazingly low 
...as little as $3.00 a day and up. 
Less thanyou’d pay in many an 
ordinary hotel. Yet seeall you get 
for these rock-bottom prices: 

An airy, outside room. Dres- 
ser and bedside lamps. Full- 
length mirror. Circulating ice 
water. Both tub and shower 
baths. Radio. 

And the Lexington is con- 


veniently located to stores... 
theatres...sightseeing places... 
churches. There are four popu- 
lar priced restaurants, serving 
food that draws crowds from 
allover New York.The intimate 
Silver Grill with dance music by 
Little Jack Little is one of the 
show spots in Manhattan night 
life. 

Write now for reservations. 
No other hotel in New York 
can offer you more...at so little 
money. 


HOTEL LEXINGTON 
48th Street at Lexington Ave. 
New York City 
Charles E. Rochester, Manager 
Directed by National Hotel Manage- 
ment Co., Inc. Ralph Hitz, President 


Book - Cadillac, Detroit; 
Van Cleve, Dayton; Adolphus, Dallas; 


Netherland Plaza, Cincinnati. 


the sales promotion and advertising 
managers. 

“Stores are beginning to learn 
they will sell more as they help peo- 
ple to buy—operating from the con- 
sumer’s point of view,” Mr. Appel 
said. “This point of view bars, first 
of all, misleading advertising of any 
kind and form. However gullible 
it may seem, the public doesn’t want 
to be fooled. 


Just a Question of Time 


“No matter how avidly it takes 
the bait so alluringly displayed, a 
day of reckoning comes; there is 
evidence that it is here now, with 
increasing consumer research activi- 
ties on the part of various organiza- 
tions and the persistent threat of the 
national government to regulate ad- 
vertising.” 

“Merchants are closest to the con- 
sumer,” Mr. Appel continued. “They 
must take the initiative in learning 
the needs and desires of the con- 
sumer and then guide manufacturers 
and designers in meeting these 
wants. But they must also take the 
initiative, along with producers, in 
creating new forms of merchandise 
that will serve the consumer and 
thus create new desires and wants, 
else we would not progress in our 
standard of living.” 

Mr. Appel recalled his proposal for 
trade conference on advertising and 
selling practices as far back as 1931, 
when he urged Better Business Bu- 
reaus, the Advertising Federation of 
America, Association of National Ad- 
vertisers, American Association of 
Advertising Agencies, Outdoor Ad- 
vertising Association of America, Fi- 
nancial Advertisers Association, and 
numerous others to participate in 
such a move. 


Best to Review Copy 


Declaring that previewing adver- 
tising is far more beneficial to all 
than review, he advocated censor- 
ship by newspapers and periodicals 
and said that in the retail field news- 
paper publishers might ask the Bet- 
ter Business Bureau to act as an im- 
partial preview body. He suggested 
that in regulating comparative 
prices, stores might pool their shop- 
ping staffs under Bureau direction 
or that the Bureau might install a 
representative in the larger and 
more active stores to expedite serv- 
ice. 

Paul E. Murphy, advertising man- 
ager of Frederick Loeser & Co., Inc., 
Brooklyn, described a plan of making 
available information that will help 
back up advertising by definitely pre- 
senting the salient features of the 
merchandise on a tag, label or sim- 
ilar device attached to the goods and 
always available for the sales per- 
sons’ reference. 


Boston Adclub to 
Lay Out Campaign 

The Forum Shoe Company, myth- 
ical advertiser established for the 
educational forum of the Boston Ad- 
vertising Club, is giving medium men 
a chance to solicit in public. Last 
week, Authur M. Sherrill, New En- 
gland manager of Liberty, spoke on 
behalf of magazines before the club. 

He will be followed by John E. 
Alcott, sales manager of John Don- 
nelly & Sons, Boston, speaking on 
outdoor advertising; at the next 
meeting Ed. Parent, Eastern Adver- 
tising Company, will tell the car 
card story; radio’s story will then 
be presented by Ralph L. Harlow, 
of CBS. 

Other speakers to follow, and their 
topics, are: Tom Lark, United Drug 
Company, point of sale advertising; 
Herbert Hand, Jr., Batten, Barton, 
Durstine & Osborn, Inc., on how the 
campaign should be presented to the 
client; Paul Swaffield, advertising 
manager, Hood Rubber Company, on 
coordination between sales and ad- 
vertising; and Jack Smith, Frank 
E. Davis Fish Company, on testing 
returns. Richard W. Janney, pub- 
lishers’ representative, will survey 
the campaign at the final meeting of 
the season. 


A. J. Amos Moves Up 


A. J. Amos has been placed in 
charge of a new department of Gen- 
eral Foods Corporation, New York, 
where he will have charge of all in- 
stitutional sales on all lines. Mr. 
Amos has been associated with Gen- 
eral Foods since 1927, when he joined 
the Diamond Crystal Salt Company 
as assistant sales manager. He was 
formerly advertising manager of the 


Garford Motor Company. 


Seminole Gives 
8,000 Prizes in 
$57,000 Contest 


(Continued from Page 1, Col. 2) 
promised, will make the Seminole 
purchaser “more enthusiastic about 
this contest.” 

The next 100 awards are four 
models of Stewart-Warner radios; 
the next 300, the 1935 Toastmasters 
and Hospitality Tray Sets; the fol- 
lowing 2,500, Glolite cigarette light- 
ers; and finally, 5,000 awards of 
Campana Italian Balm sets, consist- 
ing of dispenser and balm. Paris & 
Peart are in charge. 

This is not the first large contest 
conducted on behalf of Seminole 
toilet tissue. In the spring of 1933, 
the company sponsored a baby photo 
contest which proved, by its 25,000 
returns, to be an outstanding suc- 
cess. The same agency handled it, 
having obtained Mrs. Roosevelt to 
serve as one of the judges along with 
McClelland Barclay and Lucille Pat- 
terson Marsh. By the time the con- 
test was ready for judging, although 
arrangements had been made well in 
advance, Mrs. Roosevelt was resident 
at the White House. 


Tanner to Cochrane 


Charles B. Tanner, formerly asso- 
ciated with Geyer-Cornell, Inc., New 
York advertising agency, has been 
appointed advertising and sales pro- 
motion manager of Charles P. Coch- 
rane Company, Philadelphia, maker 
of carpets and rugs. During the 
World War, he was chief of the 
printing and publication department 
of the War Trade Board, and after 
the armistice joined the staff of Dry 
Goods Economist. 


Seek Name for Baby 


For providing the best name for 
the baby boy of Mr. and Mrs. Billy 
Batchelor, characters in the Wheat- 
ena program over the NBC-WJZ net- 
work, some radio listener is to re- 
ceive a check for $1,000. One thou- 
sand other prizes of $5 each will be 
awarded in the new contest. The 
“Billy Batchelor in Wheatenaville” 
program is heard from 6:45 to 7 
.. m., EST, Monday to Friday inclu- 
sive. 


Name B. B. D. O. 


The H. H. Robertson Company, 
maker of building products, has ap- 
pointed Batten, Barton, Durstine & 
Osborn, Ine., as its advertising 
agency. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


SALESMEN WANTED 


Men, or women, with successful 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep- 
resentation in Boston, New York, 
Minneapolis, St. Louis, Milwaukee, 
Baltimore. Give references and ex- 
perience in application. Address 
Box 650, ADVERTISING AGE, Chicago. 


POSITIONS WANTED 


Young lady, university graduate, 
now employed in responsible edi- 
torial capacity on national magazine, 
desires new connection in editorial 
or copywriting field. Competent; 
adaptable; well-trained. Box 534, 
ADVERTISING AGE, Chicago. 


Assistant Advertising Manager 


16 years advertising experience—10 
years with one of the largest cigar- 
ette manufacturers—6 years advertis- 
ing agency experience. Married man, 
Christian, 37 years of age—seeks new 
connection. Cooperative—with pleas- 
ing personality—thoroughly familiar 
with all phases of advertising, with 
ability to be of real assistance to 
busy executive. Salary less impor- 


tant than opportunity to prove 
worth. Box 535, ApvVERTISING AGE, 
New York. 


Air Unit Maker Appoints 


National Laboratories, Inc., Statler 
Bidg., Boston, manufacturer and dis- 
tributor of air conditioning units, 
has appointed Doremus & Co., Bos- 
ton, to handle its advertising. A 
trade publication campaign is now 
under way, to be followed in the 
near future by use of general me- 
diums. 


Re-elect W. L. Neilson 


W. LaCoste Neilson has been re- 
elected vice-president in charge of 
sales for the Norton Company, Wor- 
cester, Mass., and re-elected vice- 
president of the Indian Hill Company 
and of the Norton-Pike Company, 
Norton affiliates. Harry K. Clark 
has been re-appointed general sales 
manager of the Norton Company. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of ‘Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


-UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


PHOTOPLAY 


supplies a completely 


authentic, intelligent and 
practical interest 
for the better majority of the 
MOTION PICTURE 
PUBLIC 
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Lincoln Life in Drive 

A new campaign embracing maga- 
zines, insurance journals, and an en- 
larged outdoor display schedule, will 
be launched about the middle of 
February by the Lincoln National 
Life Insurance Company, Fort 
Wayne, Ind. According to Maxon, 
Inc., the agency in charge, the sched- 
ule has not been completed. 


Frost, Landis & 
Kohn Enlarge Office 


Frost, Landis & Kohn, publishers’ 
representatives, will occupy larger 
quarters Feb. 1 at their present ad- 
dress, 250 Park Ave., New York. 

The firm has been appointed by 
the Anderson, S. C., Record, an eve- 
ning daily formerly published as a 
weekly. 


Edison G-E Appoints 
A. H. Jaeger, formerly assistant 
to Pierre L. Miles, general sales 
manager of the Edison General Elec- 
tric Appliance Company, Chicago, 
has been appointed manager of the 
company’s water heater sales divi- 
sion. He is succeeded by D. C. Mar- 
ble, formerly manager of the com- 

pany’s central northwest district. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 1% billion dol- 
lar baking industry, come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 

O “Baking Industry Facts and 
Figures,” a market data 
folder ‘ 

(“Selling Leads,” an every 
week service 

CJ Sample pages from the “Bak- 
ing Industry Blue Book” 

0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

OJ Audit Bureau of Circula- 
tions statement 

Send to 


BAKERSHELPER 
“Y MAGAZINE / BAKERY PRACTICE #( MANAGEMENT 


Almost a Half Century of 
Helpfulness 


® ly 
830 S. Wells St., Chicago, III. 


Cantor to Test 
His Jokes for 
Laugh Content 


New York, Jan. 24——In what is 
believed to be a pioneer attempt to 
apply an “acid test” to radio comedy 
before it is broadcast, Eddie Cantor 
will stage his rehearsals for his new 
Pebeco series over the WABC-CBS 
network before such an audience as 
might be expected to hear the broad- 
cast. 

Heretofore, the question of 
whether or not comedy material will 
be effective has been left, as a mat- 
ter of judgment and experience, to 
the opinions of the comedians, their 
script writers, and broadcast pro- 
ducers. 

Each Sunday afternoon an _ in- 
vited audience will attend the dress 
rehearsal of Cantor’s program at the 
44th Street Columbia Radio Play- 
house, where the broadcasts will 
originate a few hours later, from 8 
to 8:30 p. m., starting Feb. 3. 

His afternoon rehearsal will thus 
take the form of a preview. In this 
way, it is believed, Cantor can really 
test the laugh content of his gags 
and the efficacy of his comedy situa- 
tions, with sufficient time to temper, 
revise, or reinforce the material be- 
fore the broadcast, as a result of 
the reactions of the preview audi- 
ence. 


“Story” Offices Expanded 


Story Magazine has taken addi- 
tional office space for its  busi- 
ness department on the eleventh 
floor of the building at 20 E. 57th St., 
New York, where the publication is 
located at present. 


Downes with Colton 


Wilbur B. Downes, for the past 
year art director of the Hamburg- 
American Line, will join Wendell P. 
Colton Company, New York, Jan. 28 
in the same capacity. 


O’Meara Promoted 


Walter O’Meara, for three years 
copy chief of Benton & Bowles, Inc., 
New York, has been elected a vice- 
president. 


PERS 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


$1 a year—Fifty-two issues! 


Use the coupen! 


Advertising Age, 537 S. Dearborn St., Chicago. 
I enclose $1 (cash, check or money-order) for which 


ONAL 


POTENT BEAUTY HINT FOR OLDER MALES 


than they are 


mF) 
Aik 


Six-column newspaper copy for Barbasol which appeared this week, 


in which a humorous drawin 
vincing the reader that Barbasol 


appeared in the "New York Herald Tribune” and 


by E. S 


imms Campbell aids in con- 
will help him look younger. It 
"Times" and 


"Chicago Tribune" and is the first Barbasol newspaper copy in ten 


years. 


Erwin, Wasey & Co. are in charge. 


Gardner Backs 
Mead Bill in 
Radio Address 


New York, Jan. 24.—Frauds and 
fakes lurking on the fringe of an in- 
dustry like the slums and gangsters 
of a large city are the common en- 
emies of honest manufacturers and 
the public alike and must be stamped 
out by law, declared Edward H. 
Gardner in a radio talk over a na- 
tionwide network today on the sub- 
ject “Women, Business and Adver- 
tising.” 

Mr. Gardner, secretary of the ad- 
vertising control committee of the 
Proprietary Association, comprising 
manufacturers of more than 80 per 
cent of the packaged drug products 
produced in America, was introduced 
to the radio audience by Mrs. William 
Dick Sporborg, chairman of the reso- 
lutions committee of the General 
Federation of Women’s Clubs. His 
address was part of a campaign to 
bring about a mutual understanding 
between industry and consumers. 

The Mead bill, now pending in 
Congress, amending the pure food 
and drugs act to bring cosmetics 
and advertising under federal con- 
trol, will stamp out fakes and frauds, 
according to Mr. Gardner, who said: 

“Honest manufacturers desire leg- 
islation that will modernize the food 
and drugs law and eliminate harmful 
practices. Unquestionably, stricter 
control over the manufacture and 
distribution of food and drugs is re- 
quired in the public interest. The 
women of America want legislation 
that will work in practice, but that 
will not injure honest manufacturers 
of the products that stand on our 
pantry shelves and medicine closets. 
There is danger in legislation that 
represents the political philosophies 
of extremists, or that is advanced un- 
der an exaggerated emotional or 
sentimental appeal.” 

Mr. Gardner said more than $27,- 
060,000 worth of advertising has been 


Nickel Joins Sylvania 


Edwin A. Nickel, for the past six 
years sales manager and advertising 
consultant in the Philadelphia and 
Chicago branches of Dictagraph 
Products Company, Inc., has joined 
the staff of Hygrade Sylvania Cor- 
poration. He will make his head- 
quarters in New York, and will also 
be engaged in sales promotion in the 
field, for both Hygrade lamps and 
Sylvania radio tubes. 


To Head New Unit 


On Feb. 1, Rex W. Wadman will 
become publisher of Diesel Publica- 
tions, a néw publishing unit which 
will specialize in Diesel publications. 
Headquarters will be at 2 W. 45th 
St., New York. 


Bristles Get 
Honor Post in 
New Campaign 


Florence, Mass., Jan. 24.—The 
rounded bristles said to be peculiar 
to its tooth brushes will be given the 
place of honor in the advertising 
campaign of Pro-Phy-Lac-Tic Brush 
Company from February to June. 
Seven magazines will be used in 
conjunction with “the biggest radio 
campaign in the company’s history.” 

Magazine copy will feature photo- 
graphs of the bristles going into Pro- 
Phy-Lac-Tic tooth brushes in com- 
parison with others. The round-end 
bristles, the copy will assert, clean 
the teeth more effectively while be- 
ing kinder to gums. 

While a contest will support the 
new campaign, it will be confined to 
distributors’ salesmen, who will strive 
for cash awards totaling $3,425. This 
amount will be awarded for success 
in selling a deal including an assort- 
ment of brushes, a stereoscopic coun- 
ter display, a window streamer, two 
price cards, two bull’s-eye spots and 
two price panels for a counter dis- 
play container. 


Favors Parcel Post 


Shipment of Liquor | 


A bill designed to permit the ship- 
ment of alchoholic beverages by par- 
cel post has been introduced in Con- 
gress, by Representative Brunner, 
and has been referred to the com- 
mittee on judiciary of the House of 
Representatives. 

A similar bill was introduced at 
the last session of Congress. At the 
present time, Postmaster General 
Farley is warning shippers and 
others against the use of the mails 
for such purposes. 


Leaves “Bicyclist” 

Walter A. Bardgett, for 18 years 
with American Bicyclist and Motor- 
cyclist, has resigned as editor of that 
publication to become secretary of 
the League of American Wheelmen, 
the old cycling organization which 
was revived recently. His headquar- 
ters will be at 3608 Chanin Bldg., 122 


E. 42nd St., New York. 


paper in the field. 


PREFERENCE | 
Proves 


LEADERSHIP 


READERS’ PREFERENCE 
DOMESTIC ENGINEERING, as gauged by renewal per- 
centages on latest A.B.C. report, is 17% higher than second 


tracing 


ADVERTISERS’ PREFERENCE 


In 1934 DOMESTIC ENGINEERING published 65% 
more advertising than the second Paper in 


AGENCIES’ PREFERENCE 


the field. 


‘ es In 1934 DOMESTIC ENGINEERING published 62% 
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newspaper organization, he was with 
Atherton & Currier, Inc., New York 
agency. 
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DID YOU EVER SEE A 


@ What we mean is “Did you ever see an 
engraver's signature on a set of process plates 
or a minimum zinc?” 


MILLER & 
HUTCHINGS 
INC, 


@ We put ours on every cut that leaves the 
place simply because we want it to shout 
“Collins, Miller & Hutchings made me to do 
a good job and I’m guaranteed to do it or 
the price you paid for me is returned to you.” 


PHOTO 


717 SOUTH WELLS STREET 


GRAVERS 


HALFTONE TALKING? 


@ If that isn’t fair we don’t know what is. Any- 
way it makes us doubly careful that everything 
we make is just a little better than anything 
anybody else makes. Our customers (the list is 
growing rapidly) tell us we have the right idea. 
The boys in the shop are happy too, because the 
little CMH mark is very busy these days get- 
ting itself stamped on a lot of good engravings. 


CHICAGO, ILLINOIS 
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ADVERTISING AGE 


31 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


NEW CALUMET CAN SOLVES KITCHEN PROBLEM 


The problem of getting an accurate even spoonful of Calumet baking 
| powder is simplified by this entirely new can, which not only has 


eye-appeal, but also has an inner seal which affords a scraper edge 


to act as a leveler. (Story on Page 20.) 


| NEW CONTAINER FOR NEW PEBECO 


Attractive container and carton for New Pebeco, an addition to the 
Pebeco tooth paste line which will receive a great deal of attention 
in the Pebeco-Eddie Cantor program which starts February 3. 


PROMOTION CHIEF 


* Sinai A, zis 


TRAVELING DISPLAY FOR TALON SHOWS PRODUCT IN USE 


The feature of this itinerant window display developed by Modern Art Studios, Inc., for Talon corset fasteners 
is the center panel, which, through an arrangement of lights, shows the fastener in action. 
panels the fastener is illuminated. 


HAS EXCHANGE PLAN 


HOUSEWIVES AMAZED 


By NEW WAY 
b to BUY COFFEE 


d ON KANSAS CITY 
- WH PAYS FOR This COLOSSAL WASTE? 
Buy COFFEE 2 GRADES BETTER-- 
Exchange Empty Jars for VALUABLE 
FREE SILVERWARE 


—Ne Rules. No Contest. No Catch 


te re 
4b Sorsimage 


On the three side 


OUTDOOR ADVERTISING PROMOTES SAFETY 


“What 


have I done” ee 


Outdoor plant owners throughout Rhode Island have donated 400 
panels for a new campaign sponsored by the state registrar of motor 
vehicles urging careful driving. Numerous important state officials 
attended the opening of the drive with the posting of a — on the 
statehouse lawn at Providence through the courtesy of the Old 

Colony Advertising Company. 


CAR CARDS KEEP ANNOUNCEMENT ALIVE 


Five-column advertisement of H. 

D. Lee Mercantile Company, Kan- 

sas City, Mo., in local dailies, an- 

nouncing that empty Sensation 

coffee jars may be returned to the 

company in exchange for silver- 
ware. 


HERE'S HOW TO MULTIPLY YOURSELF 


A. L. Scaife, who has been ap- 
pointed manager of the advertis- 
ing and sales promotion division of 
G-E's special appliance sales 
department. (Story on Page 4.) 


At the extreme right of this photograph is Marc Shwayder, 250-pound 
member of the firm of Shwayder Brothers, Inc., Ecorse, Mich., stand- 
ing on one of his company's card tables to prove their strength. All 
the rest of the Mr. Shwayders in the picture are life-size photographic 
enlargements for dealers made by MacGregor & Co., Detroit. 


~NEW FORD CAR FLOATING SPRINGBASE AMATES ALL | 


Industry Startied by Ford's Marvelous 


LETTS shew rors is tore: - Front Pa. 
FORD TO MAKE MILLION if 1935 FORD" v8 


| Fore Has New nae Fin- 
. Balanced Weigle ae tee 
All Windows at No Extra rot 


Ford Hus New Riding Comfort With ; 
Longer 123-inch Springbase - 45-inch 
_.. Wicler Seats, Higher Backs—Liccury 

. Cushions - Larger how: 


Four of the double car cards being used by Ford dealers in — 
Kansas Cit , Milwaukee, and a dozen other markets. 

signed to ™ eep alive" the original Ford announcement res Pra 
which appeared the day re cards were placed in cars. 
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